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... number one in America’s 37th TV market, reports Nielsen *3 


Now confirmed and certified by the Nielsen Coverage Survey #3, is the clear-cut domination by 
WSTV-TV Channel 9 of the prime Steubenville-Wheeling television market: 
e over 200,000 more TV homes covered than its nearest competitor e lowest cost-per-thousand, by far 
e highest TV set coverage in all total Nielsen survey categories: monthly, weekly, daily, daytime and evening 
For advertisers, WSTV-TV delivers deepest penetration into the 39 densely populated counties comprising 
the rich Upper Ohio Valley where retail sales hit $3,159,860,000. And only WSTV-TV offers FREE 
“Shopper-Topper” merchandising service—“promotion in motion” designed to move food store products in 


America’s Steel and Coal Center. For more details, ask for our new “Shopper-Topper” brochure. 


A Member of the Friendly Group 
52 Vanderbilt Ave., N.Y. * 211 Smithfield St., Pittsburgh 
Represented by Avery-Knodel, Inc. 


© | CHANNEL 9 « STEUBENVILLE-WHEELING 


“Best Buy by Any Known Source.” 
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Television Age is published every ‘other Monday with an additional issue yearbook number published in ‘December by the Television 
Editorial Corp. Editorial, Advertising and circulation offices: 444 Madison Ave., New York 22, N. Y. Plaza 1-1122. Printing Office: 109 


Market Place, Baltimofe 2, Md. Single Copy: 50 cents. Yearly subscription in the U.S. and possessions: $7; in Canada and Mexico $8 
a year; elsewhere $12 a year. Volume VI No. 3. Second class mailing privileges authorized at Baltimore, Md. 


















WCAU-TV 
serving the nation’s 
fourth market, is 


NOW CBS OWNED : 
Represented, as before, 
by CBS Television 
Spot Sales ‘ 
OPERATED BY 
CBS TELEVISION 
_ STATIONS 
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Round-the-clock, 
millions are caught 
up in the current 
of the world's 
crossroads! 






Lee Tracy and 
“New York's finest” 
find high adventure 
on the piers! 








A few narrow 
streets — financial 
fates decided! 







Wire or phone 
Michael M. Sillerman, 
Exec. V.P., collect 
today for your 
aint 
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From Rochester's CHANNEL 10 


A Double Toast to 
Our Advertisers: — 






“EARS TO YOU" 


EN 


“EVES LOVE YOU" 









Yes, you get the majority* of 
the eyes and ears in the rich 
Rochester area when you ad- 


vertise your product on 


CHANNEL 10 











* Rochester Metropolitan Area TELEPULSE March 1958 


NATIONAL REPRESENTATIVES 
The Bolling Co. WVET-TV 
Everett McKinney WHEC-TV 


Im Rochester, N. Y. 
iT ALL 
ADDS UP TO 
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of service 


WGR-TV, Buffalo, like the fireman, is dedicated to never-ending service to the community. 


Serving 534,668 TV homes in the 14th largest community in the United States is a big job— 
even bigger when you add the 559,361 Canadian TV homes in WGR-TV’s coverage area. 


This calls for constant alertness to the needs of rural and urban viewers... for the right 
combination of education, information and entertainment. 


In delivering top ratings month after month, year after year, at a low cost per thousand 
viewers, WGR-TV serves the advertiser as well as the community. 


WGR-TV, Symbol of Service in Buffalo, is affiliated with the ABC Television Network. 
Represented by Peters, Griffin & Woodward. 


TRANSCONTINENT TELEVISION CORPORATION 


Symbol of Service WGR—WGR-TV, Buffalo « WROC-TV, Rochester « WSVA—WSVA-TV, Harrisonburg « WNEP-TV, Scranton, Wilkes-Barre 
: hil Offices: 70 Niagara Street, Buffalo, MOhawk 2300 . 15 East 47th Street, New York City, Plaza 1-3030 
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BUT... With WKZO-TV 















AMERICAN RESEARCH BUREAU You Always Get Aces 
MARCH 1958 REPORT e 
GRAND RAPIDS-KALAMAZOO In Kalamazoo-Grand Rapids! 























TIME PERIODS Number of Quarter Hours It takes accuracy, plus a lot of luck, to score an ace in 
wh Riner golf — but for a real winner in market coverage 
sieniicianéa eimia dinaine en ee De you need only WKZO-TV in Kalamazoo-Grand Rapids! 
7:30 a.m. to 5:00 p.m. 96 39 3 The latest “scorecard” from ARB shows why — see left! 
5:00 p.m. to midnight 92 47 . , 
SATURDAY WKZO-TV telecasts from Channel 3 with 100,000 watts 
8:30 a.m. to midnight 38 23 from a 1000’ tower. It is the Official Basic CBS Television 
SUNDAY » 
9:00 a.m. to midnight 43 17 Outlet for Kalamazoo-Grand Rapids — serves over 
TOTALS 600,000 television homes in one of America’s top-20 TV 
markets! 
NOTE: The survey measurements are based on sampling in ‘ 
Grand Rapids and Kalamazoo and their surrounding areas. la *Chances of scoring an ace are 8,606-to-1 (Based on 20 years 
Kent County, and 67% of the population of Kalamazoo County. of play in New York World Telegram & Sun tournament). 


WKZO-TV. 


100,000 WATTS @ CHANNEL 3 @ 1000’ TOWER 
Studios in Both Kalamazoo and Grand Rapids 
For Greater Western Michigan 
Avery-Knodel, Inc., Exclusive National Representatives 
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Letter from the Publisher 
The Timebuyer and NCS 3 


Agency research departments all over the country are analyzing 
the results of the third Nielsen Coverage Study, commonly referred 
to in the industry as NCS 3. Out of this milieu of figures, analyses 
and clicking comptometers is coming a set of statistics to be placed 
on buyers’ desks across the nation. 

If the buyers accept these figures as an absolute, advertising agen- 
cies can, in effect, do away with an important part of the timebuy- 
ing function. If these figures are accepted as the be-all and end-all, 
huge Univac machines can replace the timebuying departments. 
All that will be needed is a set of punch cards. Knobs on the ma- 
chine can be set to dials reading, “Total tv homes, monthly, weekly 
and nightly viewing, rate and required cost-per-thousand.” In a 
matter of minutes the cards can be removed at the other end of the 
machine with the call letters of the stations meeting those require- 
ments. 

There is no question of the value of NCS 3, but it must be inter- 
preted with two important corollaries: 

1. NCS 3 itself, like all research done on a broad scale, has some 
important interpretive deficiencies. 

2. Other research and information should be used along with 
NCS 3. 

Since TELEVISION AGE publishes a great deal of research data of 
ARB, Pulse and Nielsen, and since we are publishing the ARF- 
Nielsen county-by-county figures in the September 22nd issue, we 
feel a grave responsibility in issuing some caution signals about 
NCS 3. 

One of the most important deficiences of NCS 3 is the clustering 
of counties. In other words, in less populous areas the study was 
not done on a straight county-by-county basis but several counties 
were grouped for NCS research purposes. In some cases, this has 
worked to the advantage of a station; in other cases, to its distinct 
disadvantage. And there are some counties where the Nielsen figure 
simply doesn’t make sense. 

This margin of error can be further compounded by avplying 
the so-called “plateau” system on top of it. The “plateau” system 
uses 50 per cent or some other preferred percentage as a cut-off, 
thereby drastically affecting the station’s effective coverage figure. 


No Absolute Yardstick 


We are not discrediting NCS 3, but we do contend that an abso- 
lute yardstick method of buying is neither equitable nor advisable. 
Television is not the kind of medium where the slide rule alone can 
be applied. Because of the physical nature of the business, it never 
will be. 

Strictly in the area of factual research, the buyer must study sev- 
eral other factors, including the terrain, the location of the antenna, 
the height of the tower, co-channel interference, power, satellites and 
translators and other aspects of the station’s operating pattern. The 
timebuyer should look at the FCC coverage maps, the ARB A to Z 
and city-by-city surveys, special reports and Pulse studies. 

All of these variables are reasons why Univac will never replace 


the timebuyer. 
Cordially, Ay Abt 











| KNOW THE 
TERRITORY, 
TERRITORY, 
TERRITORY, 





AND WHAT A 
TERRITORY 


2/3 of Maine & 1/3 of 'N.H. 
A billion dollar plus market 
with 238,000 TV homes 


WHAT RATINGS, 
T00! 


(They ‘“‘bear’’ repeating.) 
Quarter hour “‘firsts’’: 
April 1958 ARB Metro 

WCSH-TV 64.9% 
Station ““B’’ 34.3% 
April 1958 Total Area ARB 


WCSH-TV 83.3% 
Station “B"’ 16.7% 


SEE YOUR WEED TV MAN 


WCSH-TV 


Portiand, Maine 


NBC-TV A RINES 
Affiliate STATION 
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"HIGHWAY 
ATROL" 


HISTORY MAKING 


4" YEAR OF PRODUCT ION! 





VOTED #1... in all-industry balloting RATED *14 Winner of 
@ Best Syndicated Series On The Air! @ No. 1 Nationally 16 Consecutive Times! NATIONAL SAFETY 
@ Best Syndicated Adventure Series! re ax Vee COUNCIL AWARD 
e Broderick Crawford . . . Best Actor in @ ARB AVERAGE RATING 30.3 1958 
Any Syndicated Series! - In 110 Markets for 6 Consecutive Months! ~~ Pr 
4th Annual TV Awards ARB Nov. "57-Apr. 58 HIGHWAY : ; FF l 





ANY 


Se Ve WSOP? 


Starring Academy Award Winner 


BRODERICK 
CRAWFORD 


as Head of the Highway Patrol 




























It's this easy 
to get programs and sponsors together, anytime 


When television programs and commercials are recorded on Videotape*, they can be scheduled to run in 
almost any combination and at any time. Stations can dovetail schedules for local, network and special 
“events quickly and easily. “‘Live’’ spots can be run at any availability. And both can be timed to reach 
pre-selected audiences. 
-And with Videotape, stations can plan more “‘local live’’ programs... increase the number of ‘‘local live” 
commercials... build up station income. 
But this is just part of the story. Let us tell you how completely the Ampex VR-1000 Videotape Recorder is 
changing the face of television. Write today. ; 


CONVERTS TO COLOR ANYTIME + LIVE QUALITY + IMMEDIATE PLAYBACK + PRACTICAL EDITING * TAPES INTERCHANGEABLE + TAPES ERASABLE, REUSABLE « LOWEST OVERALL COST 
















850 CHARTER STREET, REDWOOD CITY, CALIFORNIA AMPEX 


Offices in Principal Cities CORPORATION 








professional 


products division 





| z *rm AMPEX CORP. 
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Brass on a Boat 

. . Thought you’d like to know 
what a miserable time the president 
and chairman of TvB had on their 


recent cruise. Enclosed please find 
our littlke home away from home—the 
50-foot yawl Electra and formal por- 
traits of the august president in his 
rubber granny gown (Norman E. 
“Pete” Cash), as well as the well- 








as 
ROGERS 
groomed board chairman (Lawrence 
H. “Bud” Rogers) in his best Aber- 
crombie & Fitch no-button jacket. . . . 
LawreENCE H. Rocers 
WSAZ-TV 

Huntington, W. Va. 








Features Get Good Rating 

We were disappointed to see two of 
our top feature films left out of the 
Chattanooga June ARB as listed in the 
July 28 issue of TELEvision Ace. Our 
Popcorn Theatre on Sunday, 5:30-7:30 
p-m. had an average rating of 17.7 and 
Candlelight Theatre on Monday, 7:30- 
9 p.m., had an average rating of 13.3. 

Lest the well-known cry of “Top Fea- 
ture Movies on Rating Week Only” goes 


up, listed below is the schedule of mov- | 


ies played during June on the Popcorn 
and Candlelight theatres. 

Popcorn Theatre: June 1 Adventures 
of Robinson Crusoe; June 8 War Paint, 


June 15 Red River, June 22 Return to 


Treasure Island, June 20 Adventure on | 
Horseback. Candlelight Theatre: June | 
2 Johnny Belinda, June 9 God is My | 
Co-Pilot, June 16 African Queen, June | 
23 Juke Girl, June 30 Mask of Di- | 


mitrios. 


R. R. Owen | 


General Manager 
wtvc Chattanooga 


Don’t Call Me... I'll Call You 

We were very puzzled when we read 
about the low ratings for Bingo in New 
York. The success of the show was not 
questioned, but it failed to show good 
ratings in the surveys. We decided to 
take two coincidentals here—one by 
Trendex and one by ARB. Our story 
was very similar to that of New York, 
so we investigated and came up with 
what we think is the answer. 

The folks who play Bingo do not an- 
swer the telephone while the game is 
on the air. They also advise friends 
and relatives not to call... 

Our own survey and conclusion is 
substantiated by the ARB report taken 
July 28-Aug. 1, 1958. Total attempted 
calls 100%. Completed calls 54.8, no 
answer 33.2, busy 7.6, disconnected 
3.5, refusals 0.9... . 

Murray TESSER 
Program Manager 
wHyn-TV Spring field-Holyoke 


Orchid 
... You have a great magazine, and 


I consider it a bible and try to read it | 


from cover to cover. 


J. S. Hewitt 


President | 


Family Products 
Division of Warner Lambert 


Pharmaceutical Co. 


| 


850 CHARTER STREET, REDWOOD CITY, CALIFORNIA 


siona 









We taped the 
weekend shows 


“We Videotaped* the weekend 
shows on our ‘Summer Food 
Festival,’ featuring Connie Cook. 
Cut down operating costs — 
featured ‘live’ guests who would 
not have been available without 
Videotape!”’ 


AMPEX 


CORPORATION 




















*TM Ampex Corporation 
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Other Official Films available for strip programming: Star Performance, formerly Four Star Playhouse-153 programs 
Cross Current/Dateline Europe/Overseas Adventure/formerly Foreign Intrigue-156 programs + American Legend-8? © 








“ ‘TROUBLE 
WITH 
/EATHER 


Still out-rating top network, local and syndicated shows—even in fourth 


and fifth runs—Stu Erwin’s “TROUBLE WITH FATHER” proves strip pro- 
gramming is successful programming. 109 stations in every type of mar- 
ket have run these 130 films for leading national and regional sponsors. 


Ratings prove “Trouble With Father” is still Number 1. 


In Indianapolis, “TROUBLE WITH FATHER”, in its FIFTH RUN, seen at 4:30 PM, 
pulled a rating of 17.8 against “Do You Trust Your Wife?” with 4.9 and 
“Movie Time” with 4.8. In Huntington-Charleston, West Virginia, seen at 9:30 AM, 
“TROUBLE WITH FATHER”, in its THIRD RUN, chalked up a rating of 12.3 
against “The Morning Show” with 5.1. 


Sponsors prove “Trouble With Father” is a Number 1 Buy: 


High ratings and tremendous appeal for every member of the family have made 
“TROUBLE WITH FATHER” a resounding success. These are some typical sponsors: 
Beech-Nut Life Savers, Inc. e The Bon Ami Company e Brown and Williamson 
Tobacco Corp. ¢ Continental Baking Co., Inc. ¢ The Procter and Gamble Co. 
Standard Brands Incorporated « Whitehall Pharmacal Company 


Produced by Hal Roach, Jr. - A Roland Reed Production 


Call the leader 


REPRESENTATIVES: 
in strip programming 


Atlanta * Jackson 2-4878 
MA. Beverly Hills ¢ Crestview 6.3528 
anna” Chicago * Dearborn 2-5246 
Cincinnati ¢ Cherry 1-4088 
querer Dallas * Emerson 8-7467 
QI Fayetteville * Hillcrest 2-5485 
Ft. Lauderdale * Logan 6-1981 
OFFICIAL FILMS, INc. Minneapolis « Walnut 2-2743 
25 West 45 St., New York San Francisco * Juniper 5-3313 
PLaza 7-0100 St. Louis * Yorktown 5-9231 


4 * 
Toroie—126 nroocramc 












































This month wNnep-tv becomes one of In North Eastern Pennsylvania’s 21- 
America’s most powerful television county area, WNEP-Tv will now be hit- 
stations ...zooming up tower height and ting a total of 336,157 tv homes (plus 
visual power to deliver a bonus of about about 65,000 more reached by two satel- 
80,000 additional Tv homes...penetrat- lites) ...blanketing a booming industrial 
ing even fringe areas with maximum signal intensity on center with annual retail sales of over $2 billion. 

direct line-of-sight. Add asc-tv’s top-rated shows...fine new local program- 
WNEP-TV will now deliver the best possible coverage of |= ming from studios in both Scranton and Wilkes-Barre... 
the prosperous Scranton — Wilkes-Barre trading area at and wNEP-Tv makes the “prettiest picture” for advertiser 
the lowest cost-per-thousand. and viewer alike! 





REPRESENTED BY AVERY-KNODEL, INC. 


W N E he -TV A TRANSCONTINENT STATION Symbol 
of 


WROC-TV, Rochester, N.Y.. e WSVA Radio, WSVA-TV, Harrisonburg 
Channel 16 « Scranton—Wilkes-Barre WGR Radio, WGR-TV, Buffalo e WNEP-TV, Scranton—Wilkes-Barre Service 


OFFICES: 70 NIAGARA ST., BUFFALO, MOHAWK 2300 . 15 E. 47th ST., NEW YORK, PLAZA 1-3030 
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NTA: Where Will It Turn? 

Observers who have been wondering in what direction 
National Telefilm Associates would next direct its energies 
got a partial answer last week, and hints of even new activi- 
ties. The company set up a new division to handle licensing 
and merchandising of all NTA properties to be presented 
nationally this fall. Irving Lichtenstein will be in charge of 
the division. But this is only the beginning of new ventures. 
Negotiations for the acquisition of Telestudios, Inc., first 
tape commercial production company, are still under way, 
and it is. understood that when the firm is acquired NTA 
would enter commercial production via videotape. NTA has 
ordered four Ampex machines, one each for its stations 
(wnta-tv Newark-New York and Kmsp-Tv Minneapolis). 
The other two, it is understood, would be utilized at Tele- 
studios, which already has a machine. Next step after com- 
mercial production might very well be taped programs for 
syndication. 


RCA Pushes Tape Machines 

A marketing program for the RCA color videotape re- 
corder and black-and-white recorder is now in full swing. 
At press time, the first station sale had been completed, and 
a bank of six machines had been delivered to NBC’s tape 
center in Burbank. The RCA machine is compatible with 
the Ampex videotape recorder, in the sense that tapes made 
on one machine can be used on the other. RCA’s color 
recorder can be played back in color or in monochrome and 
lists for $63,000. List price of the black-and-white machine 
is $49,500, and a color adapter for this machine sells for 
about $13,000. 


Sano May Return to Tv 

U.S. Tobacco Co., having used no tv spot in the last few 
years for its Sano cigarettes, was contemplating at press 
time a re-entry into the medium for its new “soft smoke” 
campaign. Budget considerations would affect the final de- 
cision, but, according to Louis Bantle, the company’s ad- 
vertising manager, “there might be some limited activity 
in a small number of markets.” Chuck Eaton is the time- 


buyer on the Sano cigarette account at C. J. LaRoche, New 
York. 


School Test Successful 

After running a tv test in half-a-dozen major markets, 
Famous Artists School is currently looking over availabili- 
ties in the top 50 markets for a continuation. Joe Gans, 
media director at Maxwell Sackheim & Co., Inc., who han- 
dles the placements of the school’s 15-minute film program, 
reports the initial results appear encouraging and new 
schedules are warranted. 


Rayco Boosts Budget 
Rayco Mfg. Co. has set a fall budget 20 per cent greater 
than last year’s expenditure, with 53 stations in 50 markets 






vn i Tele-scope 


getting tv spot schedules. For the company’s seat covers, con- 
vertible tops and automobile mufflers, 160 one-minute filmed 
spots will run weekly. Rayco plans to open franchised out- 
lets in a number of new markets. Lynn Diamond handles 
the buying out of the Emil Mogul Co. advertising agency, 
New York. 


Hearing Aid Drive 

Having used tv in the past “sparingly, but with good re- 
sults,” an increased campaign is planned for the fall season 
for Tonemaster Hearing Aids. The company will introduce 
a new eyeglass model, available through 300 dealers across 
the U. S. Edward J. Klein handles the account at Jackson, 
Haerr, Peterson & Hall, Inc., Peoria, Ill., advertising agency. 


Cyanamid Film Show 


American Cyanamid Co. has set another 13-week run 
on its Farm Newsreel 15-minute film show beginning this 
month. As last spring, the program will be seen in more 
than 60 markets, with the midwest markets remaining 
basically the same, but with about 10 per cent deletions 
and additions in the northwest and south. Cunningham 
& Walsh timebuyer Robert Palmer reports the show proved 
its merits and had no trouble obtaining Class A time 
periods for the new season. While exact sales figures are 
not determined, he notes, “We had nothing but good re- 
actions to the program on all levels.” The new series will 
particularly promote the animal-feed products marketed by 
American Cyanamid. 


Campaign Spots 

As the November elections move closer, the major po- 
litical parties are beginning to take spot time for their 
candidates. Lloyd G. Whitehead, senior vice president at 
Kastor, Hilton, Chesley & Clifford handling the Demo- 
cratic committees for New York, New Jersey and Penn- 
sylvania, states the organizations will be spending more 
this fall to get coverage equal to that in the 54 and °56 
campaigns. Timebuyer Beryl Seidenberg is lining up day 
and night spots and 15-minute program buys. At Mar- 
schalk & Pratt, vice president Arthur Kemp noted that 
tv would be used extensively in New York Republican com- 
mittee plans. 


American Express Tries Tv 


“Our very specialized kind of operation has not per- 
mitted us to use tv in the past,” said an executive of the 
American Express Co., “but we’re sure to be using it 
eventually.” The company is unleashing a campaign for 
its new credit-card system currently, and while video is 
not included in the plans set through the end of the year, 
Benton & Bowles, Inc., has pitched the medium to the 
client with encouraging results. 





September 8, 1958, Television Age 19 


FLIGHT is aviation’s own saga — authentically dramatized exploits "ti 


human achievement in the sky. Each episode is presented by Gen. George Kenne: 5: 


cooperation of the Air Force. FLIGHT is the dramatic series for which the comiy. ‘!¢\ 

















; NBC TELEVISION FILMS—A DIVISION OF 
dinary men suddenly summoned to super- 


7 


S.A. F., Ret., and produced with idatcmpareel 


. glevision season will long be remembered. 


CALIFORNIA NATIONAL PRODUCTIONS, INC. 














working 









































\X | = a = = 
| f) : PA 7 




















Prat 
on 
| 














... seeking the hidden ingredient 


We have never been content to provide buyers with only 
the obvious facts and figures about our stations and the markets 
in which they operate. From the day H-R was started by a group 
of Working Partners, we have sought for the “hidden ingredient” 
that distinguishes each station and makes it a more logical 
selection for important schedules. 


The value of this persistent research and continuing market 
FRANK HEADLEY, President study takes on added significance at H-R, because all of the Working 
DWIGHT REED, Vice President 


Partners and the men on our staff, have the experience and 
FRANK PELLEGRIN, Vice President 


ability to interpret these findings into extra service for time buyers 


PAUL WEEKS, Vice President 


and into extra sales for our stations. 







“We always send a man to do a man’s job” 


NEW YORK SAN FRANCISCO ATLANTA 
CHICAGO DALLAS HOUSTON 
HOLLYWOOD DETROIT NEW ORLEANS 
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Comparing this June summer 





slump with those in 
previous years indi- 
cates that the drop 
this year is only 
slightly greater than 
in 1957 but less than 
in 1956. 








Going back to 1954, the exclu- 





sive TV AGE Business 
Barometer figures show 
that local billings 
dropped 4 per cent in 
1954, 6.4 per cent in 
1955, 9.1 per cent in 
1956 and 7.8 per cent 
in 1957, compared with 
the 8.4-per-cent de- 
cline this year. 





In national spot the 1954 loss 





was 5.2 per cent, 1955 6.9 per cent, 1956 9.4 per cent 
cent, while this year's was 8.9 per cent. 





page illustrates the 
trend for the past 
three years. 


The charts also serve to il- 








lustrate the fact that 


both local and nation- 
al spot billings have 


had very good seasons 
to date this year. 

Both have been rela- 
tively stronger than 
they were a year ago. 





In reporting on spot for the 





first six months of 
1958, TvB, basing its 
figure on Rorabaugh re- 
ports, found total 
gross times sales were 
$249,415,000. This 
compares with similar 
TvB figures in 1957, 
which came to $235,- 
805,000 for the half- 
year period. 





The increase then in gross dol- 





lars for spot division, 





according to TvB, came 
to $13,610,000 for the 
six months, or more 
than 5 per cent. 








TV AGE. 


LOCAL BUSINESS 
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1957-58 


1956-57 
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Business barometer 


As expected, both local and national spot business dropped sharply in June. 
Following the usual seasonal trend, local billings in.June were off 8.4 per cent 
below those in May, while national spot declined 8.9 per cent. 


Mar. Ay May Jun 
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and 1957 8.3 per 
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A report on June network billings will be included in the September 
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A glance at the charts on this 
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IN THE BINGHAMTON, N. Y. AREA! 


That’s right! WINR has the biggest share of audi- 
ence in Binghamton! WINR daytime radio reaches 
more of the radio homes in this half billion dollar 
market more of the time than any other station in 
the Binghamton area !* 




















*PULSE June, 1958 


Binghamton Metropolitan Area 
In-Home & Out-of-Home 


Share of Audience 


WINR Station B | Station C Station D 





6 a. m. — 12 noon 27 23 19 18 




















aa 12 noon — 6 p. m. 24 22 22 19 
a WINR | Station B | Station C | Station D 
ae “—\~-~~_ —_- FIRSTS 55 30 25 0 
wh : oS (10 ties) (10 ties) 


Call your Everett-McKinney man 
for availabilities . . . today! 


WIN 


NBC IN THE TRIPLE CITIES 


—~S BINGHAMTON * ENDICOTT * JOHNSON CITY 

















Member GANNETT Radio-TV Group + Broadcast Division of the Binghamton Press 









mewn Neawsfront 


Adequate financing marks ITC debut . . page 25 


Traveling men like television too..... page 27 


Daytime fastest growing, check shows .. page 92 


Wrather’s ITC 


“The basic flaw in the television 
film business has been lack of financ- 
to Jack Wrather, 
chairman of the board of International 
Television Corp. Mr. Wrather, ad- 
dressing a press conference in New 
York recently, outlined some of the 
plans and the basic philosophy of the 
newly formed ITC. “Look at the his- 
tory of the business,” Mr. Wrather 
said. “Everybody has had a problem 
of producing and financing. To be 
damned frank about it, we don’t have 
these problems.” 

The relative stability of the firm is 
ensured with an initial capitalization 
of $2.5 million. ITC was formed by 
the Jack Wrather Organization, Carl 
M. Loeb, Rhoades & Co., investment 
firm, Associated Television, Ltd., and 
Incorporated Television Programme 
Co., Ltd. These companies are com- 
mitted to a $10-million-a-year produc- 
tion budget, and Mr. Wrather’s or- 
ganization and the two British firms 
have agreed to supply a minimum of 
four series of 39 episodes a year to 
ITC. Mr. Wrather explained that every 
series sold nationally has to be re- 


ing,” according 


placed so that there is constant new 
product for the syndication market. 

At present, ITC has two series 
which will be placed directly into 
syndication. One of these will go on 
the market in a matter of weeks for 
a late fall or early winter start. An- 
other will be released for a late winter 
start. Mr. Wrather did not identify 
the properties. 

However, he did reveal that the 
Wrather Organization has completed 
three production deals, two of which 
will be made in England, and the 
other on the west coast. Production 
plans for two series to be made in 
New York are also in the works. The 
Wrather Organization, which basically 





Present at an ITC press conference in 
New York were (from left to right) 
Jack Wrather, chairman of the board, 
Mrs. Wrather (the former Bonita Gran- 
ville) and Walter Kingsley, president. 


purchases properties, has set up a new 
division to develop new properties. 

ITC, Mr. Wrather said, is interested 
in purchasing network and syndicated 
properties first-run or re-run, produc- 
ing new programs and financing pro- 
duction. Guarantees will be made 
when production is financed, the board 
chairman said, “and we think this will 
strengthen production.” 

Within a matter of weeks the com- 
pany will have a full distribution or- 





MR. DUBOIS 





ganization “equal in number and qual- 
ity to any in the business,” Mr. 
Wrather said. Walter Kingsley, former 
general sales manager of Ziv Tele- 
vision Programs, Inc., and now presi- 
dent of ITC, announced eight initial 
appointments. 

The following have heen appointed 
to the syndicated sales division: Wil- 
liam P. Dubois, formerly with Ziv, 
general sales manager of the division; 
William Andrews, also formerly with 
Ziv, western division sales manager 
with headquarters in ITC’s Beverly 
Hills office, and John Serrao, formerly 
with Peters, Griffin, Woodward, Inc., 
to work with Mr. Andrews on the 
coast. Kirk Torney, formerly with 
MCA and Associated Artists Produc- 
tions, joins the company as station 
division sales manager. Len 
Warager, formerly with NBC Film 
Sales as eastern division sales man- 
ager and manager of sales planning 
and development, has been appointed 
to ITC’s New York City sales division. 
John Ettelson, formerly with NBC 
Film Sales, will represent ITC in the 
middle Atlantic states, and Prem 
Kapur, also from NBC Film Sales, 
will represent ITC in the St. Louis 
area. 


group 


John W. Kiermaier has been named 
business manager of the tv distribution 
firm. Mr. Kiermaier was formerly ad- 
ministrative manager of the special- 
projects department of NBC. 

Mr. Dubois joined Ziv in 1955 and 
left that organization as spot sales man- 
ager. After serving as an officer in the 
combat engineers in World War II, he 
was placed in charge of information 
services control in Western Germany. 
He resigned as chief, information serv- 
ices division, Bavaria, to return to the 
states in 1951. Mr. Dubois teamed up 
with Margo Jones. Dallas Theatre, from 
1952-53 as director of television, and 
from 1953-54 served as sales manager 
of Atlas Television Corp. 

Other personnel will be hired 
shortly, Mr. Wrather added, and the 
sales organization will be as large as 
any in existence in the business—ap- 
proximately 40. Mr. Kingsley and Mr. 
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Reader’s Service 


Television Age 


444 Madison Ave., New York 22, N. Y. 


Please send me reprints (25c each, 


20c in lots totalling 10 or more) 


of 


the Product Group Success Stories 


checked: 


Number of copies 


Auto Dealers (66 case histories) 
Bakeries & Bakery Products (12) 
Banks & Savings Institutions (19) 
Beer & Ale (42) 

Candy & Confectionery Stores (16) 
Coffee Distributors (16) 

Cosmetics & Beauty Preparation (29) 
Cough & Cold Remedies (12) 
Dairies & Dairy Products (26) 
Department Stores (37) 

Drugs & Remedies (36) 

Dry Cleaners & Laundries (10) 
Electrical Appliances (24) 
Electric Power Companies (16) 
Farm Implements & Machinery (12) 
Furniture & Home Furnishings (15) 
Gas Companies (11) 

Gasoline & Oil (28) 

Groceries & Supermarkets (23) 


Hardware & Building Supplies (17) - 


Home Building & Real Estate (14) 
Insurance Companies (14) 
Jewelry Stores & Manufacturers (22) 
Men’s Clothing Stores (18) 
Moving & Storage (26) 
Newspapers & Magazines (20) 
Nurseries, Seed & Feed (12) 

Pet Food & Pet Shops (12) 
Restaurants & Cafeterias (22) 
Shoe Stores & Manufacturers (18) 
Soft Drink Distributors (16) 
Sporting Goods & Toys (24) 
Telephone Companies (10) 
Television & Radio Receivers (14) 
Theatres (24) 

Tires & Auto Accessories (12) 
Travel, Hotels & Resorts (15) 
Weight Control (12) 

Women’s Specialty Shops (14) 


Name 





Company _ 
Position ___ 
Address __ 
> ees 


See 





0 Bill me 


C ¥ enclose payment 


C) Please enter my subscription for TELE- 


VISION ACE for one year at $7. As a 
premium I will receive a copy of the 
Source Book of Success Stories which 
includes the second 15 of the above 
Product Groups. 


The case of 
the reluctant 
advertiser 





Every television salesman has a few prospects who 
should be customers but who, for one reason er 
another, won’t try the medium. Some of these 
merchants and distributors have never used tv. 
Others were victims of poorly planned or badly 
executed campaigns. 


For prospects like this you couldn’t ask for a 
better convincer than the one TELEVISION AGE 
is offering. Our exclusive series of product group 
suecess stories includes literally dozens of actual 
experiences in television by firms in every busi- 
ness group. 


One of these product group stories will fit your 
reluctant prospect—it may well be the convincer 
you need to make that sale. 


Product group stories available in reprint 
form are listed on the order blank on this page. 
Fill it out and return it today. 














Wrather pointed to the youthfulness 
of the new appointees, with the aver- 
age age in the late 30's. 

The Wexton Co., New York, has 
been named advertising agency for 
ITC, which at present has offices in 
the Hotel Roosevelt. The new company 
will establish offices at 666 Fifth Ave., 
on or about Oct. 15, according to Mr. 
Kingsley. 

Board chairman Wrather, in addi- 
tion to heading up his own film com- 
pany, is president of KFMB-TV-AM San 
Diego and KERO-TV-AM Bakersfield. 
Film properties owned by the Wrather 
Organization include Sgt. Preston of 
the Yukon, Lassie and The Lone 
Ranger. 


Business and Pleasure 

Add the results of a new NBC sur- 
vey to the mass of data proving people 
watch television to a considerable de- 
gree while away from home. Specifi- 
cally, the survey was constructed to 
determine to what degree traveling 
business executives viewed NBC-TV’s 
Today and Jack Paar Show programs. 
(Corollary information was obtained 
on the extent of car-renting and rental 
procedures used by the executives. ) 

Advertest Research, Inc., conducted 
the study, interviewing more than 300 
airports and train 
terminals in Detroit, Atlanta and Los 
Angeles. In order to avoid bias, the 


businessmen at 


two NBC programs were listed with 
several others, and the objective of the 
survey was not revealed to those per- 
sons questioned. 





Dave Garroway is seen by 31 per cent 
of men travelers with tv sets . . 








\ 
PY) 


wd 


| 





. . » while 22 per cent saw Jack Paar 
and friends while on the road. 


For a telecast to reach a traveling 
executive, the executive must of course 
The first set 
of questions determined that 65 per 
cent of the men had video sets in their 
hotel rooms on the present trip, and 
that nine out of 10 had had sets in 
their rooms on previous trips. 

The persons who indicated they had 
had sets on the current trip were asked 
about programs they might have seen. 
Today was reported viewed by 31 per 
cent of the men, and the Jack Paar 
Show by 22 per cent—nearly one-third 
of the potential audience for the 
morning Garroway program, and more 
than a fifth for the Paar late-night 
opus. 


have access to a tv set. 


When the entire sample group was 
queried on viewing preferences during 
previous trips, 43 per cent reported 
having watched Today and 35 per cent 
noted they had seen the Paar show. 

In an effort to determine program 
loyalty, the executives were further 
questioned on home viewing. Receivers 
were owned by 96 per cent of the en- 
tire group, and four out of 10 noted 
they watched one or both of the pro- 
grams when they were home. 

Making a case for car-rental agencies 
placing advertising on the NBC pro- 
grams, the survey found the average 
T oday-viewing executive takes 32 busi- 
ness trips a year, with the average trip 
lasting five days. Either frequently or 
occasionally, 60 per cent rent cars for 
their trips. 

In addition, it was noted that nine 
out of 10 of the men renting cars made 
the arrangements personally, so that 
video advertising could directly in- 
fluence their selection. 





Top Commercials 
Piel’s recaptured the 
number-one position on the list of 


beer has 
best-liked tv commercials, according 
to tabulations from the American Re- 
search Bureau’s Tv National Report 
for July. Piel’s has been on top since 
last March, with the exception of 
June, when Hamm's beer copped the 
honors. Also back in an accustomed 
spot is Dodge, which regained third 
place, a position it had held for April 
and May and relinquished in June to 
Chevrolet. 

With Falstaff beer jumping four 
notches to fourth place on the list, 
and with Burgermeister beer increas- 
ing its standing over June by moving 
from the seventh to the fifth slot, 
commercials for the foamy _ thirst- 
quenchers now hold down four out of 
the top five positions in the monthly 
survey. 


Several were off the 
list for the first time in many months. 
Ford did not show up for the first 
time in a year-and-a-half, and Chevro- 
let, after its third-place prominence 
last month, dropped off the list en- 
tirely. Post which placed 
ninth in June and has been represented 
for the past four months, also disap- 
peared in July. 


commercials 


cereals, 


Four commercials made their debut 
on the ARB chart—Black Flag in 10th 
place, Bab-O in 15th, Kodak in 17th 


(Continued on page 92) 


Best-Liked TV Commercials 


Based on ARB’s National Diary Sample, 
July 7-13, 1958 

Rank Commercial and Agency 
1. Piel’s—Young & Rubicam 
2. Hamm’s—Campbell-Mithun 
3. Dodge—N. W. Ayer 
4. Falstaff—Dancer-Fitzgerald-Sample 
5. Burgermeister—BBDO 
6. Seven-Up—J. Walter Thompson 
7. Raid—Foote, Cone & Belding 
8. Winston—Wnm. Esty 
9. Zest—Benton & Bowles 
10. Black Flag—J. Walter Thompson 
11. Ballantine—Wm. Esty 
12. Tip Top Bread—J. Walter Thompson 
13. Alka-Seltzer—Geoffrey Wade 
14. Wilkin’s Coffee—M. Belmont Ver Standig 
15. Bab-O—Brown & Butcher 
16. Gillette—Maxon 
17. Eastman Kodak—J. Walter Thompson 
18. Newport—Lennen & Newell 
19. Revlon—Mogul; Warwick Se « 

. J. La- 


Dowd, Redfield, Johnstone; 
Roche 

20. Ivory Soap—Compton 

21. Liquid Chiffon—Foote, Cone & Belding 

22. General Electric—Young & Rubicam; 
N. W. Ayer; Maxon 

23. Kaiser Aluminum—Young & Rubicam 








September 8, 1958, Television Age 27 





NEW 
YORK 
CONFIDENTIAL 


starring LE E TRACY 









The most fabulous city in the world — never 
before filmed for local market television! 


Now—NEW YORK CONFIDENTIAL \ & 
— produced on location for your own local * <@- 
market's first run entertainment! — 


39 original gripping stories of haunts and highspots! Teeming Times Square! 
Chinatown! The Bowery! The drama of the throbbing city! 


D-X Sunray Oil Co. starts September 8 in a 50-market midwest regional! The F. & M. 
Schaefer Brewing Co. has snapped up multiple markets! The Columbia Broadcasting 
System for New York City! Triangle, Westinghouse, Storer, Transcontinental, Meredith 
and other station groups! KTTV in L.A. and other stations! 


Don't wait! Choice markets still available right now! Write, wire or 
phone collect Michael M. Sillierman, Exec. V. P., TPA, today for yours. 





TELEVISION PROGRAMS OF AMERICA, INC. 


488 Madison Avenue + N. Y.22 + Plaza 5-2100 
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\Nhee 


Ampex strikes it rich 


Vigorous young company 


sees profits mount 


with videotape recorder 


G I. Long Jr., the enterprising president 
of Ampex Corp., which struck it rich with 
its videotape recorder, likes to quote an old busi- 
ness parody which goes like this: 

“Lost is the day whose low descending sun 
Finds quotations at cost and business done 
for fun.” 

Apart from an indication of how seriously 
Ampex takes profits, as evidenced by its rise 
from a net loss to a gain of more than $1.5 
million in the last four years, the parody also 
reflects the company’s look-ahead attitude. 


Its officials are constantly on the lookout for 
new fields to conquer with the videotape recorder 


production 


(VTR) and are currently setting their sights on 
the advertising fraternity. In a nutshell, they fee: 
that VTR can do wonders for television adver- 
tising—and vice versa—and claim that the con- 
verts to their viewpoint are multiplying almost 
daily. 

Jack Hauser, sales promotion manager of the 
company, which has headquarters in Redwood 
City, Cal., points out several distinct advantages 
of VTR for the tv advertiser. Lower costs, speed 
of production and quality of the reproduction are 
the three biggest factors. 


1. Lower costs. VTR attempts to reduce to a 
faint whisper the loud cries and wails of present 











Commercials are easity 
made, easily editea, 


with Ampex videotape. 


and prospective sponsors who contend 
that tv advertising is “too rich for our 
blood.” With VTR, economy of pro- 
duction is achieved by maximum use 
of production crews. By recording 
several commercials consecutively on 
the same block of tape, production 
costs of talent and other labor drop 
precipitously. One network official re- 
cently estimated that a sponsor can 
save $10,000 in production costs by 
putting a 30-minute live program on 
tape. 

2. Speed of production. VTR may 
also be the answer to the sponsor who 
says, “I want to see 10 commercials 
or 10 programs before committing 
myself.” In a matter of an hour, the 
entire sequence can be run off without 
interruptions. 

3. Clarity. Engineers who have 
compared the quality of live shows, 
VTR and film have come away from 
demonstrations convinced that tape is 
merely an “extension of live tv.” In 
many cases, the difference was vir- 
tually indiscernible and was generally 
far superior to film. 

“In general,” says Mr. Hauser, “the 
sponsor who uses tape is investing less 
per show, getting faster production 
and better quality for his money. If 
this instrument is used properly, 
agencies can hope to recapture many 
clients who have left tv or are sitting 
on the fence, uncertain about whether 
they should invest.” 

Ease of editing is another factor 
working on behalf of the advertiser 
using tape. Videotape is two inches 
wide, with the sound portion along 
the upper edge. As a solution con- 
taining carbonyl iron is applied to the 
tape, editing pulse marks are made 
every quarter-inch along the bottom 
of the tape. 

If the tape is cut and edited at one 
of the pulses, roll-over of the picture 
on the screen can be eliminated. The 











tape is played at a speed of 15 inches 
per second and can be edited to 1/60 
of a second with no variation in pic- 
ture quality. 

It was revealed at a recent demon- 
stration in Los Angeles that a pilot 
film, Time and the Place, had been 
produced for a Hollywood independent 
packager on VTR at a technical pro- 
duction-cost reduction of 75 per cent 
from live. In addition, the 60-minute 
crime drama was recorded in four 
hours, as compared with an estimated 
four working days if film had been 
used. 

It has also been demonstrated that 
station personnel without technical 
know-how can edit and rewind the 
tape without assistance from engi- 
neers. 

Ampex officials also believe that the 
tv programming trend to film also will 
prove a boon to VTR. As more sta- 
tions, agencies and sponsors become 
aware that they can receive the quality 
of a live production at a cost less than 
film in many instances, they believe 
the switch to tape will be on in earnest. 

They point out that VTR enables 
the network, station or sponsor to pre- 
program via tape to provide guest 
appearances on live programs if the 
guest is unable to appear in person. 
The quality of tape more readily as- 
sures a smooth transition to the guest- 
shot insert in a live show than does 
film, where the contrast is too great, 
they say. 

Mr. Hauser declares that tape can 
also attract many local advertisers 
into tv with its production economies. 
Lower production costs may also give 
impetus to any movement to greater 
public-service programming by local 
stations, and this, in turn, can open up 
tv to institutional advertisers on a scale 
attained in few markets thus far. 

More effective use of station per- 
sonnel can also result, it’s pointed out. 





With programs recorded on tape, the 
station’s live talent and camera crews 
are available for the full program 
schedule all week, leading to more 
effective local live programming. 
With VTR, scheduling can also be 
made more efficient. For example, says 
Mr. Hauser, special program events 
can be delayed in showing until their 
hours of maximum profitability. For 
instance, a special event taking place 
at 6 p.m. can be taped at that time and 
its showing delayed until 8 p.m., when 
larger audiences will be available. 








the connections, the recorder can be 
used for either black-and-white or 
color programming without compro- 
mising quality. 

Finally, another advantage of tape is 
its interchangeability. A tape recorded 
on one machine can be used on 
another, thus permitting agencies to 
send tapes for auditioning to sponsors 
in various sections of the country, to 
be used by any organization owning a 
VTR. 

Ampex has sold and delivered 130 
machines at a cost of $45,000 per re- 


























isis a 


Executives Neal McNaughton, George Long, Robert Sackman and A. M. Poniatoff 
standing beside the VR-1000 Videotape recorder 


Also, by pre-programming the sta- 
tion breaks on tape, stations will have 
better control of timing and sequence 
and have the assurance, ahead of time, 
of flawless continuity. 

VTR can also be adapted quite 
simply for color. By adding only a 
single rack of electronics and adapting 


corder. Of that total, 48 have gone 
to networks, the balance to stations, 
agencies, film producers and others. 
In addition, a lively overseas market 
has been established in Germany, 
England, Canada, Japan, Australia 
and Cuba. 


If Ampex is exerting such a re- 
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markable effect on tv, the latter’s im- 
pact on Ampex is even more remark- 
able. And, as president Long points 
out, the rise of Ampex has only begun. 

Ampex was incorporated in 1946, 
having been founded by Alexander 
M. Poniatoff for the production of 
lightweight motors to drive airborne 
radar equipment. Concerned about the 
survival of such a business in the post- 
war years, Mr. Poniatoff, who is now 
chairman of the board at Ampex, 
visited Europe at the end of World 
War II and in Germany became aware 
of a magnetic tape recorder, known 
as a “Magnetophone,” which was made 
by the Germans during the war. 

Mr. Poniatoff learned all he could 
about the engineering and manufac- 
turing processes and returned to Cali- 
fornia, convinced that the future of 
Ampex was in this field. 


But there was still a long way to 
go to put the company on a _ profitable 
basis. Looking back on those years, 
from the vantage point of the present, 
Mr. Long remarks: 

“While I believe we at Ampex are 
gradually beginning to acquire as a 
company a bit of maturity, believe me, 
I am sure that we have experienced 
most, if not all, of the usual growing 
pains that are so typical of a young 
and expanding company. 

“Our business is an interesting one 
in that we have really only one com- 
modity to sell, and that is a means for 
rapidly and economically storing infor- 
mation, serving, as it were, as the auto- 
matic and unfailing ‘memory’ for the 
entertainment, business, industrial, sci- 
entific and military user. 

“We have concentrated all of our 
resources, both people and money, in 


the development of products in the 
magnetic recording field, or in allied 
or very closely related products. This 
broad specialization has given us a 
tremendous advantage in that it per- 
miis the concentration of development 
and manufacturing effort on a line of 
products having a common technologi- 
cal base and yet permits a wide di- 
versity of user and market.” 

In 1951 Ampex had sales of under 
$1 million. By 1954 they had climbed 
to $5.5 million, by 1956 to $10 mil- 
lion, by 1957 to $18.7 million and in 
the fiscal year which ended April 30, 
1958, sales were approximately $30 
million. For the current fiscal year, 
which ends next April 30, Mr. Long 
estimates sales of $40 million. 

The profits history represents the 
corollary to the sales increases. As 
recently as 1954 the company showed 


At KRON-TV San Francisco program manager Douglas Elleson (l.) watches taped commercial. 














a profit of only $26,000, or six cents 
per share; in 1955 it rose sharply to 
$366,000, or 69 cents per share, fell 
in 1956 to $312,000 (58 cents), then 
jumped in 1957 under the VTR in- 
fluence to $1,087,000 ($1.51). For the 
fiscal year ended last April 30, profits 
were $1.5 million, or slightly more 
than $2 per share. For the current 
fiscal year, Mr. Long estimates profits 
of $2.1 million, or $2.85 per share on 
734,000 shares outstanding. 


If those figures seem remarkable, 
recall that in 1953 Ampex stock sold 
at $7.25 on issue; it was recently 
quoted at $90. Blyth & Co. and Irving 
Lundborg & Co. have had no trouble 
disposing of recent Ampex issues. 
Now traded over-the-counter, Ampex 
stock will shortly be listed on a recog- 
nized exchange. 

So remarkable has been the rise of 
Ampex that both CBS and Minnesota 
Mining & Manufacturing Co. attempted 
to buy the company, but both bids fell 
short of the company’s selling price. 


Looking Ahead 
So much for the present. What about 
the future of Ampex? Mr. Long figures 
that future in the following fields: 


1. Consumer products. Ampex 
Audio, Inc., has been established as a 
separate, wholly owned subsidiary to 
handle the company’s consumer line 
of magnetic tape recorders, as distinct 
from sales to stations and networks. 
The growing acceptance of stereo- 
phonic sound, the increasing desire to 
have the realistic reproduction of music 
in the home and the advent of four- 
track 334-inch magnetic tape indicates 
a “very exciting potential” to Mr. 
Long, who comments: 

“I think there is little question but 
what this part of the industry will ex- 
pand substantially during the next 
several years. With our experience in 
magnetic tape, in stereophonic sound, 
in the high-quality reproduction of 
music, we’re going to fight very hard 
for our share of this increased busi- 
ness,” 

2. Professional products. The big- 
gest item here, of course, is VTR, plus 
other master recorders and duplicators 
needed by recording studios and the 
broadcasting industry for new four- 
track stereo systems. 


3. Analog and digital recorders. 












Director tells cameraman what he wants to emphasize. 


Used primarily for instrumentation 
purposes, the analog recorder measures 
and records directly the electrical volt- 
age which is the analog of the phe- 
nomena being measured; the digital 
recorder magnetizes tiny areas on the 
tape in much the same way that a tele- 
type or punched paper tape punches a 
coded sequence of holes to indicate a 
digital number or letter. Mr. Long 
regards the instrumentation area as a 
very important area of Ampex activity 
—*five years hence it can become very 
explosive.” 

Ampex’s gains in profits and sales 
reflect almost exclusively its own op- 


Jack Hauser, Ampex sales promotion 
manager. 






























erations; it has not made a major 
acquisition or merged with any com- 
pany. However, it has acquired a 25- 
per-cent interest in ORRadio Indus- 
tries, one of the four companies 
manufacturing and distributing mag- 
netic tape in the United States, and 
thereby became the exclusive distribu- 
tors of ORRadio computer, video and 
instrumentation tapes. Mr. Long com- 
ments: 

“We believed that since we were in 
the razor business, so to speak, it 
made some sense to participate in the 
blade business of our industry, namely 
the tape itself, to go along with our 
tape recorder.” 

Mr. Long says that Ampex’s future 
is tied directly to its ability to adhere 
to three major company objectives: 

1. Keep the entire product line at 
the top level of quality and never at- 
tempt to move into mass-production, 
highly competitive markets. 

2. Never allow sales to expand for 
the mere purpose of getting bigger; 
always make certain that profits keep 
pace with sales. 

3. Attract the most capable officials 
—“the 


kind of capable people who have made 


and employes possible to obtain 


possible whatever success Ampex has 
to date enjoyed.” 
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Public-service 

















Second quarter totals 


are far ahead of those for 





same period a year ago 


he pace of public-service telecast- 
ing by U.S. commercial stations 
continues to quicken. 

In the second quarter of 1958 total 
value of time and talent donated by 
the 510 outlets on the air came to $69 
million, the exclusive quarterly survey 
of TV AGE reveals. More than one- 
third of all stations on the air coop- 
erated by giving complete reports for 
both number and time charges on an- 
nouncements and programs presented 
in the interest of the public. 

The $69-million second quarter 
brings to $126 million the-total value 
of public-service telecasts for the first 
half of the year. 

Last year second-quarter public- 














Station Class A Announcements 
hourly rate & ID's 
UNDER $250 Ist quarter 1,203 
2nd quarter 1,013 

total 2,216 

$251-$500 Ist quarter 1,170 

2nd quarter 1,547 

report tol 2a 
$501-$900 Ist quarter 1,715 

2nd quarter 1,462 

total 3,177 

$901-$1500 Ist quarter 1,342 
2nd quarter 1,492 

total 2,834 

$1501 UP Ist quarter 2,339 
2nd quarter 1,639 

total 3,978 

AVERAGE Ist quarter 1,412 
STATION 2nd quarter 1,425 

total 2,837 








service time and talent totals came to 
$58 million and those for the first six 
months to $102 million. In 1956 sec- 
ond-quarter public-service _ telecasts 
were valued at $42 million, while 
those for the first six months came to 
$87 million. Quarterly surveys of 
public-service telecasting have been 
conducted by TV AGE on a regular 
basis since 1955. 

The record speaks for itself. Com- 
mercial television stations are giving 
more and more time and talent to 
broadcasts in the interest of the pub- 
lic. The value of such telecasts, not 
only to the community but to the sta- 
tion over a continued period, has 
proved. itself many times over. Sta- 


tions with a reputation for leadership 
in the field of public service are also 
the stations with records of most prof- 
itable operation. The two seem to go 
hand in hand. 

Checking back over the records of 
the average station for the quarterly 
reports since 1955 reveals these totals 
for time and talent donations: 1956, 
first quarter, $98,262; second quar- 
ter, $89,512; third quarter, $106,713; 
fourth quarter, $99,431; 1957, first 
quarter, $92,680; second quarter, 
$120,115; third quarter, $184,859; 
fourth quarter, $96,330; 1958, first 
quarter, $110,903, and second quarter, 
$135,355. 


Although there is some variance in 





































































































Value announce- Programs Hours Value Value time Total T otal 
ments & ID's donated programs of personnel donated lst 6 mo. 1957 
in quarter 
—_—_ 
$25,601 132 48 $7,193 $2,031 $34,825 $88,473 
26,020 150 42 8,535 2,387 36,942 
51,621 282 90 15,728 4,418 71,767 
37,954 125 82 14,800 2,020 54,774 121,673 
17,971 126 50 10,936 1,537 60,444 
35,925 251 132 25,736 3,557 115,218 
86,402 178 75 37,982 6,158 130,542 209,524 
75,086 169 54 23,096 3,773 101,955 
161,488 347 129 61,078 9,931 232,497 
101,134 301 82 58,328 5,547 165,009 386.665 
185,229 268 81 45,282 4,969 235,480 
286,363 569 163 103,610 10,516 400,489 
423,159 356 97 150,100 14,810 588,069 699.716 
249,161 236 69 89,954 12,815 351,930 
672,320 592 166 240,054 27,625 939,999 
75,249 174 75 31,793 3,861 110,903 212,795 
101,711 172 58 29,816 3,828 135,355 
176,960 346 133 61,609 7,689 246,258 
fee MD Ess 

















Public-Service Record of average tv stations by classification, first and second quarters, 1958 


the upward trend, with certain periods 
of the years larger than others, the 
direction is always the same—upward. 

While the increasing number of sta- 
tions has had some influence on the 
increasing value of public-service time 
and talent since the beginning of the 
TV AGE quarterly public-service sur- 
veys, this increase accounts for only a 
small part of the gain. The number 
of stations has climbed from 449 in 
1956 to the present 510. 

In the second quarter of 1958 pub- 


lic-service showed several 


telecasts 
significant trends. 
better time slots for announcements 
and ID’s (see chart this page). In 
(Continued on page 88) 


One was toward 


Wide variety noted 
in new public-service 


program ming 


eeping pace with the constantly 
K increasing dollar volume of tele- 
vision’s contribution in time and tal- 
ent to programs in the public interest 
are the unceasing efforts of local sta- 
tions to put this type of telecasting on 
the highest possible plane qualita- 
tively. And this continuous upgrading 
of public-service programming is 
reaping considerable recognition and 





acclaim from important national and 
state organizations and officials. 

During the past quarter, a prece- 
dent-setting tv series for the recruit- 
ment of school teachers won for 
KTBC-TV Austin a certificate of appre- 
ciation from the state of Texas. The 
series, carried over a number of Texas 
stations and regarded as a “pilot” ex- 
periment for use in other states where 
teacher shortages exist, was produced 
by the radio-television department of 
the University of Texas and the Texas 
State Department of Education under 
a Ford Foundation grant. 

Prospective teachers taking exami- 
nations based on the information in 
the series were granted state teaching 
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permits. The series was heartily en- 
dorsed by several institutions of 
higher education giving teacher train- 
ing courses, with some of these schools 
lending active cooperation to the 
KTBC-TV project. 

A “cleaner Cleveland” campaign 
over KYW-TV early this summer scored 
a resounding victory when Mayor 
Anthony Celebrezze signed into law a 
realistic and enforceable litterbug or- 
dinance which was the direct result of 
the station’s hard-hitting efforts. 

Six weeks previously, KYW-TV’s com- 
munity-service program, Viewpoint, 
had exposed the “farce” of Cleve- 
land’s annual Clean-up Week, with 
host Bud Wendell pointing out to the 
chairman of Clean-up Week and to 
the city’s director of public service, 
his guests on the show, that the $50 
fine for littering the streets had never 
been enforced. 

Suggestions that the litter fine on 
the city books be revised to permit 
enforcement were followed by daily 
promotional spots on KYW-TV around 
the theme of “Are You Proud of Your 
City?” The station used ID slides, 
reports in newscasts and continual re- 
minders by its personalities on their 
various shows in its campaign for a 
cleaner Cleveland. The end result was 
a new city litterbug ordinance with 
teeth in it. 

Officials of the 


Detroit Districts 


Association of the American Legion 
awarded a distinguished-service cita- 







rf 


m @. 


Freedoms Foundation award is received 
by Lloyd E. Yoder (left) for wrcv-Tv 
Philadelphia’s Invest in America show. 





tion to WJBK-TV Detroit last July, in 
recognition of the station’s “outstand- 
ing interest in America and Ameri- 
canism.” : 

In making the presentation, Com- 
mander George S. Frederick said: 
“wWJBK-TV'’s college program of lec- 
tures in American history, given daily 
by Prof. Frederic Hayes of the Uni- 
versity of Detroit, is a public service 
not only to students enrolled in the 
course but to the general tv public as 
well. The interest of WJBK-TV in pro- 
moting a better understanding of 
America and the American heritage 
is to be highly commended.” 

This on-the-air presentation was 
made during the final telecast of the 
13-week history course in the station’s 
Tv College series. A new course, “The 
United States in World Affairs,” 
started on July 28 and will run to 
Oct. 24, with Dr. John Dempsey of 
the University of Detroit’s Political 
Science Department at the helm. 

Miami Project is the over-all title 
of a continuing series of programs on 
WCKT Miami dealing with subjects of 
interest to the community served by 
the station. The series documents top- 
ics in depth and explores and reports 
timely events, conditions and circum- 
stances which also affect the rest of 
the state, the nation and the Caribbean 
community, but the point of view 
taken by each program is that of Flor- 
idians looking to see how the subject 
under examination affects them par- 
ticularly. 


& 


Joseph M. Bryan (right), president of 
WBT-WBTV-WBTW, is honored by Na- 
tional Council for safety programs. 


The series is documentary to the 
extent that it deals factually with mat- 
ters of concern and substance. Show- 
manship consistent with authoritative 
and responsible judgment is used to 
set a dramatic and audience-holding 
pace in each program. People, issues, 
ideologies, places and events all come 
under the scrutiny of the Miami Proj- 
ect cameras. 

New York’s large Spanish-speaking 
population—including an_ estimated 
700,000 Puerto Ricans alone—is cur- 
rently being aided by television in the 
task of breaking the language barrier. 
A Monday-through-Friday program 
over WRCA-TV New York from 6:30 to 
7 a.m. started on Aug. 11 for the 
express purpose of teaching English 
and encouraging its regular use among 
Spanish-speaking New Yorkers, there- 
by helping to speed the assimilation 
of these citizens into the community. 

Titled Aqui Se Habla Inglés (Eng- 
lish Spoken Here), the program is 
being presented in cooperation with 
Harvard University’s Language Re- 
search Center and the Department of 
Labor, Commonwealth of Puerto Rico. 
The show is hosted by Jose Roman, a 
native of Puerto Rico who came to 
New York five years ago and is now 
labor editor of the Spanish-language 
newspaper, El Diario de Nueva York. 
He opens the program with a brief 
bilingual round-up of news of par- 
ticular interest to Spanish-speaking 
persons, following which Clara Bar- 





Mrs. Eleanor Roosevelt presents first 
prize in Robert E. Sherwood Tv Awards 
to Franklin A. Tooke of wBz-tv Boston. 





























beito, a teacher, author and editor 
with the McGraw-Hill Book Co. for- 
eign department, takes over for the 
English-instruction part of the half- 
hour. 

Following a vocabulary lesson, 
there is an English-language training 
film which combines cartoons and 
real-life sequences and is designed to 
teach phrases and short sentences 
while also increasing basic vocabu- 
lary. The program, which has been 
commended by Mayor Robert F. Wag- 
ner and other New York City officials, 
also features a daily “word game,” 
with the winning contestants receiving 
prizes. 

Last month Thomas P. Chisman, 
president of wvec-Tv Norfolk, was 
awarded the American Legion’s Cita- 
tion of Honor with Medal “for meri- 
torious service as a television execu- 
tive on whose initiative WVEC-TV, a 
commercial station, televised the first 
educational classes in Virginia for an 
established school system. . . . by con- 
tributing its transmission and produc- 
tion facilities, a new vista has been 
opened for television and education, 
making learning more available and 
attractive to Americans of all ages and 
circumstances.” 

During the 1957-58 school year, 
nine Norfolk schools—five secondary 
and four elementary—participated in 
the station’s experimental educational 
programs. The subjects covered were 
American history, geometry, science 


George Washington Honor Medals go 
to Arthur C. Schofield (center) and Lee 
Ruwitch (left) for wrvs Miami series. 





and English. For the coming year the 
subject matter will be expanded to 
include Spanish and a “cultural en- 
richment” course covering music, art 
and literary appreciation. 

In 1958-59 the time wvec-Tv will 
devote to its educational programs 
will also be expanded—to two-and-a- 
half hours, as against two hours last 
year. The morning time will be the 
same—9 to 10 a.m.—but the after- 
noon sessions will run from 1 to 2:30 
p-m., an extra half-hour. 

Politics and public service linked 
up this summer at Kwtv Oklahoma 
City in advance of the July primary 
and run-off elections in Oklahoma. 
To each of 11 major candidates for 
gubernatorial nomination—eight Dem- 
ocrats, three Republicans—the station 
gave 30 minutes of free time ahead of 
the July lst primary election. 

As an election-eve prelude to the 
run-off, free 30 minutes of prime time 
(8:30-9 p.m.) was offered to the two 
Democratic candidates who emerged 
from the primary. Because this joint 
question-and-answer period ended on a 
indecision, KWTV 
added quarter-hour later 
evening—at 11:15—to let the candi- 


note of gave an 


the same 


dates iron out their differences. In 
all, over a period of 11 weeks, the sta- 
tion gave the politicians access to a 
total of six-and-a-quarter hours of 
free public-service time. 

The view taken by KETV Omaha is 


that “public-service programming 








Shaun Murphy of xtvi St. Louis holds 
plaque for public service presented 
by Catholic Broadcasters Association. 


needn't be dull and uninteresting.” A 
new quiz show is being aired by the 
station, featuring Junior Chamber of 
Commerce members from the twin 
cities of Omaha and Council Bluffs. 
The half-hour program is classed as 
public service, but audience reaction 
has been so favorable that the Jaycees 
appearing on it have become local 
“ty personalities.” 

Titled Sev’n (the station’s channel 
number), the show utilizes a staff 
emcee and a regular director and has 
four panelists from Omaha competing 
against another team of four from 
Council Bluffs. The program has 
made such an impact on the area that 
it has been placed in the Saturday- 
evening time period immediately pre- 
ceding the Dick Clark 
ABC-TV. 

Last July wmsp-tv Peoria gave a 
dramatic illustration of public-service 
television when it met a crisis termed 
critical by area Red Cross authorities. 
At three o’clock on a Wednesday after- 
noon, administrator G. W. Jones of 
the Peoria Regional Red Cross Blood 
Center called the station and explained 
that blood supplies at the center had 
reached a new low: less than five 


show on 


pints of blood were available for each 
of the 58 Illinois and Iowa hospitals 
Administrator 
Jones called wmsp-Tv because he felt 
that only an urgent appeal by tele- 


served by the center. 


vision could possibly bring measur- 
(Continued on page 88) 





Edward Lamb (second from left), own- 
er of wicu-Tv Erie, and stars of 17-hour 
charity telethon aired by the station. 
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1. Organizations Supported 


All organizations on whose behalf 12 or more spot announcements were 
aired during the 9,000 hour monitoring period are listed below: 


20 Sec. 
Cities 


Organization and Subject 
American Bible Society 
American Cancer Society 
American Council to Improve Our 
Neighborhoods (ACTION) 
American Foundation for the Blind 
American Heart Association 
American Heritage Foundation 
(Crusade for Freedom) 
* American National Red Cross 
To benefit ey St of ts 


Boys Clubs of America 


_ — 
oo | 
~ 
oo 


aD 
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Camp Fire Girls, Inc. 


CARE 
a Church World Service 


(Religious Overseas Aid) 
Civil Aeronautics Administration 
Civil Air Patrol 
Council for Financial Aid to Edu- 
More than 100 cation (Higher Education) 
° . Federal Civil Defense Administration 
national service (Civil Defense) 
: e Future Farmers of America 
organizations Girl Scouts of the U. S. A. 
Goodwill Industries of America 
° Keep America Beautiful, Inc. 
are siven free (Litterbug Campaign) 
National Association for Mental 
announcements Health, Inc. 
National Citizens Council for Better 
M Schools 
by code stations National Conference of Christians 
and Jews, Inc. (Brotherhood) 
National Guard Bureau 
National Safety Council 
National Society for Crippled Chil- 
dren and Adults, Inc. (Easter 
Seals) 
National Society for the Prevention 
of Blindness 
National Tuberculosis Association 
President’s Committee on Employ- 
ment of the Physically Handi- 
capped (Hire the Handicapped) 19 
RIAL (Religion in American Life 
Program) 
(Attend Church of Your Choice) 27 10,767.00 
Sister Elizabeth Kenny Foundation, 
Inc. (Polio) 20 24 8,845.00 
Social Securities Administration 
(Social Security) > = 2,817.00 
United Nations 6 16 3,363.00 
U.S. Army (Army Recruitment Plus 
WACS) 37 66 9,901.00 
U. S. Dept. of Health, Education 
and Welfare (Guard Against 
Asian Flu) 19 7 33 3,790.00 
U. S. Forestry Service 
(Fire Prevention) 4 2 6S 3,427.00 
U. S. Marines (Recruiting) 4 38 54 5,185.00 
U. S. Navy (Navy Recruitment) 32 57 96 12,334.00 
U. S. Treasury, Internal Revenue 
Service (Income Tax Filing) 74 207 351 43,807.00 
U. S. Coast Guard — 6 21 27 3,598.00 
U. S. Savings Bonds a on. RO 20,857.00 
Young Men’s Christian Association 17 45 8 70 7,799.00 


Totals 946 1,232 1,738 3.916 $449,207.00 





53 Other National Organizations, 

none of which received more than 

12 announcements 72,312.00 
Local Organizations 32,995.00 
Grand Totals $554,514.00 








Help Crippled Children 


Pad 
>. Be, 


Give to Foster Seals 


M ore than 100 national service or- 

ganizations and dozens of local 
groups benefit from the nearly 900,000 
public service announcements which 
the 301 television stations subscribing 
to the Television Code telecast annually. 

Value of the spot announcements 
alone is estimated conservatively at $65 
million on the basis of a comprehensive 
survey conducted by the Television 
Code Review Board of the National 
Association of Broadcasters. The sur- 
vey was conducted by three- to seven- 
day monitoring checks of 101 stations 
in 43 cities during February, March 
and April. All monitored stations are 
subscribers to the code. 

“These statistics, impressive as they 
are, constitute only a small part of 
television’s annual public service ef- 
fort,” Roger W. Clipp, chairman of the 
Code Review Board, said. “In addition 
to spot announcements, there is the vast 
contribution of public service program- 
ming which we did not attempt to 
measure.” 

(TELEVISION AGE, through its quar- 


terly surveys, estimated that total 1957 
donations in time and talent to public 
service broadcasts by the 510 commer- 
cial television stations in the United 
States was $247 million. Tv ace quar- 
terly report for April, May and June 
appears on page 34.) 

Organizations receiving the most 
announcements during the study period 
(see table 1) included National Safety 
Council, 429 announcements worth 
$50,240; Income Tax Division of the 
Internal Revenue Service, 351 an- 
nouncements worth $43,807; Heart 
Fund, 287, worth $35,511; American 
Red Cross, 262 worth $30,557 and Na- 
tional Society for Crippled Children, 
235, worth $22,113. A total of 53 na- 
tional organizations besides those listed 
received a total of 12 or less announce- 
ments during the studies. 

Dollar and number estimates, shown 
in table 2, indicate the number of code 
stations in each classification as well 
as the number monitored during the 
survey. All figures are projected by the 
NAB to cover a one-year period. 








In connection with the monitoring 
service report Mr. Clipp, as chairman 
of the Code Review Board, sent letters 
to 40 national public service organiza- 
tions with a report on the announce- 
ments aired by code stations in their 
behalf. A letter accompanying the re- 
ports explaining the methods used said: 
“Our report is based upon nearly 9,000 
broadcast hours during a three-month 
period. To indicate to you that this is 
a sampling only of the public service 
announcements aired by these stations, 
they are estimated to have broadcast 
at least a total of 130,000 hours during 
this period. 

Another report was sent to stations 
which were monitored. Confidential in 
nature, this report gave dates moni- 
tored and details on the number of pub- 
lic service spots which were recorded 
for each individual station. 

During the 90-day period the fol- 
lowing markets were studied by the 
code board: Atlanta, Baltimore, Beau- 
mont-Port Arthur, Big Springs, Boise, 

(Continued on page 90) 


2. Dollar and Number Estimates 


The following table shows the dollar value and total number of public service spot announcements broadcast during the monitor- 
ing period and the estimated dollar value and total number of all public service spots broadcast each year by Tv Code stations. 
Dollar values are assigned on the basis of each station’s national one-time rate for the time period in which the announcement was 
broadcast. Broadcast hours were determined from Standard Rate and Data and from station program logs. The tabulation does not 
include Code stations which are CP’s or satellites. 


| 

| Station Class No. of Stations 
| 

| 

| 


Broadcast Hours 





by Hourly Sea In 
Rate Survey Code Survey 
Under $250 9 43 324 
$251-$500 20 83 720 
$501-$900 14 82 1,140 
$901-$1500 27 58 2,990 
Over $1500 31 31 3,544 
Totals 101 297 8,718 


All Code 
Stations Dollar Value-Survey 
Per Year Total Per Hour 
180,232 $4,370 $13.46 
450,112 $11,924 $16.56 
481,468 $55,577 $44.36 
338,520 $160,899 $53.82 
178,152 $311,680 $87.97 
1,628,484 $544,450 _— 


Dollar Value- Announcements 
Per Year No. All Code 
All Code No. In Stations 
Stations Survey Per Year 

$2,425,923 155 86,222 

$7,453,855 309 193,173 

$21,357,921 766 323,512 
$18,219,146 1,733 196,205 
$15,672,031 1,845 92,745 
$65,128,876 4,808 891,857 
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Spot plus 


Flexibility, coverage and economy 


appeal to more and more advertisers 


Pp», the most talked-of-within- 
the-industry decision made during 
the summer months was that of the Kel- 
logg Co. to place its $7-million video 
budget via spot, rather than network 
schedules. 

The Kellogg budget is large, as is 
network’s loss and spot tv’s gain. But 
the new advertising policy becomes even 
more significant when it is noted that 
it is the latest of many such moves— 
and perhaps a forerunner of more. 

Preceding the cereal maker’s an- 
nouncement, Wildroot Co. noted it was 
dropping Robin Hood and its other net- 
work programs to concentrate on spot 
advertising during the coming season. 
American Oil Co. pulled out of Person 
To Person at the close of last season, 
and has since used spot schedules. After 
unfortunate results with Sid Caesar 
Invites You last spring, Helena Ruben- 
stein is foregoing network this season 
for individual-market placements. Other 
major network advertisers of previous 
years now putting an emphasis on spot 
include Max Factor and Hazel Bishop. 


Evidently the pros and cons of spot 
tv are being weighed carefully in the 
offices of major agencies and adver- 
tisers. An executive at one of the agen- 
cies explained the reasons behind an 
all-out analysis of the spot picture: 
“Many of our clients have been forced 
to trim their budgets. Naturally, they're 
anxious to investigate anything which 
offers video’s national coverage without 
the risks of program failure.” 

Any investigation of spot’s potential- 
ities begins with a list of its merits. As 
recognized by a top media director, 
these are: 

1. Flexibility. “You buy only the 
markets you need, and concentrate your 
selling effort wherever and whenever 
desired. Seasonal audience variations 
experienced by network advertisers can 
be controlled or eliminated by adjust- 
ment in spot effort.” 

2. Controlled saturation. “You can 
reach virtually all of the tv homes in 
as short a period of time as you desire. 
Through spot schedules, we have found 
it possible to reach as many as 85 per 


Table 1: Weekly Audience for Five Spots | 
(100 Markets—94.2% U.S. Tv Homes) | 


Avg. Rating 

Mon-Fri (per spot) 
| 10:30 am 7.0 
| 12:30 pm 9.3 
| _ 4:30 pm 11.0 
6:30 pm 18.1 
8:30 pm 26.3 
10:30 pm 18.4 
11:30 pm 7.5 


Unduplicated Rating Frequency 
(5 spots) per Week 
18.4 1.9 | 
18.5 2.5 | 
24.0 2.3 
41.2 22 
62.5 2.1 
48.3 1.9 
22.0 7 








cent of the homes in a single day, 95 
per cent in a single week.” 

3. Low cost. “When purchased prop- 
erly, spot tv is almost always the most 
efficient way to buy video advertising. 
Its discounts and packages enable the 
alert advertiser to average a cost-pen 
thousand often twice as efficient as com- 
parable network buys.” 

4. Minimum risk. “A spot advertiser 
does not have to sweat it out waiting for 
last night's Trendex or last month’s 
Nielsen. His schedule is safe, since it’s 
not tied to the fortunes of programs 
with fluctuating audiences.” 

It is true spot schedules are deficient 
in prestige and promotional values. As 
they are not connected with specific pro- 
grams and video stars, the announce- 
ments lack the intangible, but valuable, 
aspect of sponsor identification. Within 
the trade, the sales force and dealers 
are usually more impressed with pro- 
gram sponsorship. 

Current business conditions, however, 
have caused a decline in the advertiser’s 
interest in the “institutional” and pres- 
tige factors of his campaign. Sales and 
profits come first today. 

Before demonstrating factual exam- 
ples of spot vs. network efficiency, some 
sample spot schedules prove interesting. 
Last spring, the Television Bureau of 
Advertising released a Spot Tv Sampler 
which shows national audience tabula- 
tions for possible spot schedules in dif- 
fering groups of markets. Table #1 
shows a condensation of the figures for 
a five-spot placement on the highest- 
cost station in each of 100 markets. 

In the prime-time period of 8:30 
p.m., the weekly five-spot schedule will 
reach almost two-thirds of the total tv 
homes an average of 2.1 times each. 































































figures for various high-rated network 
Table 2: Cost Per 1000 Home Impressions oo during the March-April pe- 
(5 Spots Wk., 100 Markets, Top Cost Station) = 
Alfred Hitchcock ......... $2.31 
Mon-Fri 10-Sec. Cost* CPM 20-Sec. Cost* CPM | ee 211 
10:30 am $15,040 $1.16 $30,068 $2.33 Danny Thomas Show ...... 2.04 
12:30 am 15,811 .92 31,551 1.95 ET do n6 ued on ode 6 2.57 
4:30 pm 16,467 81 32,513 1.59 pa Ot eee ca 
ullivan Show ......... l 
—— a ” aon — Father Knows Best ........ 2.51 
6:00 p= 48,046 ala 96,237 1.98 OPC Bac cccccsccves 2.62 
10:30 pm 40,831 1.20 82,234 2.42 G. E. Theater ............ 2.46 
11:30 pm 19,266 1.39 38,363 2.77 ache dh kGaneenee’ 2.44 
*52-week cycle. The Line-up la ao ie cae be 2.45 
== aha - Loretta Young Presents ... 2.91 
Lucy-Desi Show .......... 3.38 
Over a longer period of time, virtually _ portance when compared with the aver- ey 2.09 
complete saturation can be attained. age cpm-per-commercial-minute figure The Millionaire .......... 2.61 
According to TvB estimates, a schedule _ for March-April of this year, which was Playhouse 90 ............ 3.48 
of this type using 10-second announce- $3.73, via the networks. Peer 2.32 
ments would cost the advertiser ap- Nielsen data lists the following cpm (Continued on page 88) 
proximately $48,000 per week. The 
corresponding cost per thousand (cpm) hist as - 
impressions would be 99 cents. 
A similar campaign with 20-second Table 3: Cost Per 1000 Home Impressions 
spots would cost $96,000 and deliver (5 20-Sec. Spots Wk., Mon-Fri 8:30 pm) 
a cpm of $1.98. The costs of schedules 
run at different times of day are illus- % US. Tv CPM 
trated in the TvB sampler as shown in | aaa 64.5 $1.96 
Table #2. . 
For 60-second commercials, the cost- - a =< — 
per-thousand figure in each time slot is 75 markets 91.3 2.02 
only about 714 cents more than the 20- 100 markets 94.2 1.98 





second cost. These costs gain in im- 





Comparison of Typical 20-Sec. Spot Campaign 
Vs. Gunsmoke, March-April 1958 





Top 
Network Show, 
“Gunsmoke” 42.9 
(CBS Television, average audience rating 
162 Stations) Total cost, $105,600 (% U.S. TV ) 
Typical 





SpotCampaign Qne spot, $20,200 
(Prime Evening— 


100 Top Markets ) 
, 65.9 





Five spots, $101,000 


While spot cpm is 15% higher than Gunsmoke’s, five-spot schedule 


delivers 50% more audience at a 5% lower total cost. 
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Mr. Tv, Cuban style 


Prizes added lure for 200,000 viewers 


who belong to Pumarejo’s $l-a-month fan club 


I conceivable that the phones in a 
number of theatrical agents’ offices 
began ringing shortly after a recent 
Jack Paar Show telecast. On the pro- 
gram, the NBC-TV star introduced 
Gaspar Pumarejo, identified as the No. 
1 video personality in Cuba, a stocky, 
ordinary-looking man whose friendly 
face sports a brush mustache and a pair 
of dark-rimmed glasses. 

The physical appearance of Pumarejo 
(as he’s known on the Cuban air- 
waves) caused little excitement in this 
country. What did lift a few eyebrows 
and possibly start some contractual 
grumblings was Mr. Paar’s surprised 
comment that Pumarejo earns $400,000 
monthly. 

As Mr. Paar speaks little Spanish 
and Pumarejo little English, it was 
never developed how Cuba, with 300,- 
000 tv sets, could support a star whose 
income is roughly 40 times that of his 
American counterpart. 



























Gaspar Pumarejo surrounded by the enthusiastic members of his fan club. 


In an effort to keep the already high 
costs of tv talent from spiraling further 
upward in this country, TV AGE offers 
the factual explanation of the Cuban 
star's phenomenal financial status. 

In 1950, along with a group of young 
Cubans who had been trained in the 
U. S., Pumarejo opened his country’s 
first tv station. Shortly afterwards, he 
sold his share to the other stockholders 
and joined a rival station. In a broker- 
age arrangement he bought time and 
produced his own programs, serving 
as announcer, talent booker, master of 
ceremonies, etc. 

March 1956 saw the organization of 
Pumarejo’s Hogar (home) Club—and 
here’s where the money comes in. Well 
aware that women form the largest and 
most regular audience of all tv pro- 
grams in his country, Pumarejo an- 
nounced his “fan club” would enroll 
any woman who would pay one dollar 
a month in dues. Membership in the 


Hogar Club entitles a woman to at- 
tend the president’s telecasts as a mem- 
ber of the studio audience, and conse- 
quently be present when free samples 
of sponsors’ products and prizes are 
given away. 

On a larger scale, Hogar Club mem- 
bership makes each woman eligible for 
a grand prize given every month to a 
lucky winner. These prizes include such 
things as a fully furnished three-bed- 
room apartment, an expense-paid vaca- 
tion in Europe, a summer home, etc. 

To say the idea caught on is an un- 
derstatement. In less than a year, the 
Hogar Club had 200,000 members— 
all women, all paying Pumarejo one 
dollar a month. Although he smilingly 
denies making as much as Jack Paar 
stated, the club income added to his 
regular payment from his sponsors and 
real-estate holdings guarantees him an 
astronomical figure. 

Working as a combination Paar- 
Godfrey-Linkletter, Pumarejo serves 
up a variety of programs that create an 
avid loyalty among his fans. He intro- 
duced the $64,000 Question to Cuba 
with a minor variation: instead of giv- 
ing $64,000 on one program, he gives 

(Continued on page 90) 





Sarita Montiel, a Pumarejo star. 









CARTOON PACKAGE SET 

Reub Kaufman, founder and former 
president of Guild Films, and now 
founder and president of Jayark Films 
Corp., feels that he is in a unique po- 
sition today—that of a man allowed to 
live his life over again. He is re- 
entering a field which has advanced 
in a phenomenal fashion in a rela- 
tively short time, and one in which he 
played a major role. 

Mr. Kaufman has already placed 
into syndication a cartoon package 
based on Bozo the Clown. Included in 
the package are 104 Bozo episodes in 
color and full animation and 52 fully- 
animated color cartoons produced in 
various studios overseas. Initially, 
Jayark had acquired and placed on the 
market only the European cartoons, 
but with the acquisition of Bozo the 
Clown, the package was drastically 
changed. Mr. Kaufman considers the 
new series a major television property. 
Lead-ins and intros featuring the 
clown are now in production so that 
the package will be fully integrated. 

Mr. Kaufman expects to announce 
shortly two new mystery-adventure 
series which will be offered to spon- 
sors and stations before the end of the 
year. Jayark’s president sees very little 
difference in television today and when 
he first entered the field. “The same 
crying need exists today for quality 
product, product with fresh appeal.” 

About the only noticeable change, 
he says, is a “greater discernment on 
the part of television program people 
—an ability to pick out and recognize 
quality material. On visits to stations 
I have been impressed by the willing- 
ness of station management to lay 
aside old worn-out films to which they 
still have the rights and to invest in 
fresh new products of the kind they 
are seeking. I must admire and respect 
station people willing to do this.” 

Mr. Kaufman was in the advertising 
agency business until 1950, when he 
went to Hollywood and “received a 
liberal education in the television film 
business.” Late in 1952 he founded 
Guild Films, with virtually no capital, 
and headed the company until May of 











this year. 

Jayark’s initial syndicated offering 
has been titled Bozo’s Cartoon Story- 
book. It has been sold in over 40 
markets. 


SALES ... 

California National Productions’ 
latest syndicated offering, Flight, has 
been sold to a number of regional 
sponsors, it was learned at press time. 
First air date for the series, which is 
being produced with the full coopera- 
tion of the U.S. Air Force, is the sec- 
ond week in October. Flight is being 


Film Report 


produced for CNP by Al Simon Pro- 
ductions. Al Simon is executive pro- 
ducer and Robert Stillman is producer. 

Over 60 stations have purchased 
Burns and Allen, syndicated by Screen 
Gems. All of the outlets that have 
acquired the 240 films plan to strip 
the series, starting this month. . . . 
Screen Gems has made both of its 
“Shock” groups of horror films avail- 
able to new markets. The two packages 
are “Shock!,” consisting of 52 pictures 
released last September, and a follow- 
up called “Son of Shock,” consisting 
of 20 features. Previously, sales of the 





FILM SUCCESS ........-.eeee0- 


t isn’t narcissism but just plain good 
business sense that makes Mike 
Hammer like Mike Hammer. The for- 
mer sponsors the latter, or to put it 
more accurately, the first Mr. Hammer, 
the authorized Spartan and Sparcraft 
mobile homes dealer in the Abilene- 
Sweetwater area in Texas, is bankroll- 
ing MCA-TV’s Mickey Spillane’s Mike 
Hammer on KPaAR-Tvy Abilene-Sweet- 
water. 


And the series is helping Abilene’s 
Mr. Hammer sell mobile homes. Audi- 
ence response to the show has been 
heartening, he says. “Very conserva- 
tively speaking, I would say that we re- 
ceived in excess of 200 comments from 
people who had seen and enjoyed this 
program during the first 30-day period 
it was shown here. I have had any num- 
ber of individuals, particularly men, 
comment that they feel this is the best 
30-minute show on the air. . . . 

“I have no accurate idea of how 
many sales are direct results of ihe 
Mike Hammer program. I do know of 
11 such sales that were made to peo- 
ple who said they came in as a result 
of having seen our program, and I feel 
sure that there were at least twice this 
number or more who bought mobile 
homes from us because of our Tuesday- 
night show.” 

The series is going well in other areas 
of the country. Pulse April ratings gave 
it the number-one spot among all syn- 
dicated mystery shows, with a national 
average of 16.6. In New York the show 


Pera SEs te eg Mike Hammer 





Mike Hammer and friend. 


debuted on wcss-Tv in January, and 
Nielson ratings climbed to a 27.8 in 
June. In July the series switched to 
WRCA-TV, and that station’s au tience in 
that time slot jumped 246 per cent. 

The July American Research Bureau 
report placed Mike Hammer in the 
number-two spot in New York, num- 
ber one in Charlotte, number five in St. 
Louis, number two in Seattle-Tacoma 
and number two in Washington. 

A variety of sponsors have found the 
series useful. These range from Marl- 
boro cigarettes to Anheuser-Busch to 
Alka-Seltzer. Lone Star Brew, Squirt 
and Labatt Beer have also purchased 
the controversial mystery-thriller, 
based, of course, on the character 
created by Mickey Spillane. 

Darren McGavin portrays the well- 
known detective, and is assisted by 
leading supporting actors. The program 
is produced by Revue Productions for 
distribution by MCA TV. 
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follow-up monster tales have been al- 
most entirely to stations previously 
signed for “Shock!” The original 
package has been sold in 147 markets, 
and “Son of Shock” has been sold in 
68 markets. 

If You Had A Million, distributed 
by MCA-TV, has been sold in a three- 
market deal to Savarin coffee and 
Ronzoni macaroni. The contract calls 
for a firm 52 weeks of programming 
on wrca-Tv New York, wrcv-Tv Phila- 
delphia and wnuc-tv New Haven. 
Savarin and Ronzoni will also co- 
sponsor 52 half-hours from MCA-TV’s 
Hollywood Star Playhouse on WRCA- 
Tv. .. . Four more stations have pur- 
chased Paramount features, distributed 
by MCA-TV, bringing the total num- 
ber of markets the package has been 
sold in to 11. The latest sales were to 
wtTop-Tv Washington, KBET-TV Sacra- 
mento, KPIX-Tv San Francisco and 
KHQ-TV Spokane. wToP-TV purchased 
only 360 of the 700 features. 

Five advertisers have signed to spon- 
sor the 1958 “Shirley Temple Film 
Festival” over the NTA Film Network 
beginning in October. The five spon- 
sors are Ideal Toy Corp., Necchi-Elna 
Sales Phillips-Van Heusen 
Corp., Schwayder Bros., Inc., and the 
radio-television division of Westing- 
house Electric Corp. The six Shirley 
Temple motion pictures will be pre- 
sented on the network during October, 
November and December over 63 
afhliated stations. 


Corp., 


Nucoa Margarine will sponsor ABC 
Film Syndication’s The People’s Choice 
in eight markets starting in October. 
The line-up is as follows: WRCA-TV 
New York; KBET-TV 
KVAR-TV Phoenix; KOMO-TV Seattle; 
KMJ-TV Fresno; KOIN-Tv Portland; 
wsB-Tv Atlanta, and KsL-Tv Salt Lake 
City. Two other sponsors have pur- 
chased the series: the Kroger Co. on 
w1ac-Tv Nashville and Stop ’n’ Shop 
on WNAC-TV Boston. 


Sacramento; 


Associated Artists Productions has 
completed contract renewals of Warner 
Bros. cartoons and Popeyes with two 
stations and has sold the cartoon series 
in five new markets. New contracts 
were concluded with WLBz-Tv Bangor, 
Me.; KRTV Great Falls, Mont.; KxJB- 
Tv Valley City-Fargo, N.D.; KLz-Tv 
Denver, and waBT-Tv Birmingham. . . . 


Gross-Krasne has launched its sales 


campaign on Glencannon, new half- 
hour tv series. . . . KQTV Ft. Dodge, 
Ia., and WFIE-TV Evansville, Ind., have 
purchased the Trans Lux Encyclopedia 
Britannica Film Library. 

Fremantle International, Inc., 
through its Mexican company, has sold 
five CBS English-language film series 
for across-the-board programming in 
Mexico City. The series are The 
Honeymooners, Sergeant Bilko, Life 
With Father, Gene Autry and Our Miss 
Brooks. They will be telecast on chan- 
nel 5. Also, 364 CBS cartoons were 
sold to Mexico City TV. Arturo Ulled 
has been appointed sales manager of 
Fremantle De Mexico, S.A. 

Reruns of filmed Matinee Theater 
dramas, 26 of which were produced by 
NBC, are being placed in syndication 
by Victory Programs, subsidiary of 
CNP. First station to buy the shows is 
Kcop Los Angeles. 


PROGRAMS ... 

Next Ziv series to be placed into 
syndication, unless it is used as a 
January network replacement, will be 
Bold Venture, starring Dane Clark and 
John Marshall. The long-time radio 
series will be produced by Dave Fried- 
kin and Morton Fine. . . . Science 
Capsule, 39 five-minute episodes fea- 
turing Dr. Tom Groody, has been pack- 
aged for tv by Bert Dunne Productions, 
San Francisco. Another 117 five-min- 
ute units of the science show are to be 
filmed this year. 

Tom Corradine & Associates has, re- 
leased for syndication Lee Green’s 
Rendezvous With Adventure, consisting 





Lee Green shooting for the Corradine 
& Associates’ Rendezvous With Ad- 


venture. 


of 39 half-hours in color. The program 
is based on the authentic experiences 
of a camera crew which travels over 
the world filming adventures of sci- 
entific and exploring expeditions. The 
episodes were filmed in such out-of-the- 
way places as Tibet and Southem 
Rhodesia, by a crew headed by Lee 
Green, who was accompanied on most 
of his trips by Bob LeMaire. 

Screen Gems will begin shooting this 
fall on a new action-adventure series 
tentatively titled Arizona Posse. The 
program will be based on actual ex- 
periences of law-enforcement opera- 
tions in Maricopa County, Ariz., where 
350 civilians serve as volunteer posse- 
men. The show will have the full 
cooperation of the Phoenix sheriff's 
office. . .. CBS News is providing film 
facilities and technical support for 
Michael Ingrams, roving reporter for 
Associated Rediffusion, who is here 
producing four quarter-hour films 
about New York City for the Inde- 
pendent Television Network, commer- 
cial outlet in England. 


PRODUCTION SET-UP 


Recent purchase of Hal Roach Stu- 
dios by Scranton Corp., providing 
necessary capital funds for expansion, 
will see the studio plunge into produc- 
tion with new emphasis. Set are a half- 
dozen tv series, as well as 20 theatrical 
pictures: two “A” features, and 18 
low-budget movies, the latter probably 
to be placed on the tv market some 
18 or 24 months after being released 
theatrically. Some of the tv series may 
be available for national sale, but if 
this is not forthcoming, all will be 
placed in syndication. 

Mr. Roach already has made a deal 
with NTA for release of The Veil, 
starring Boris Karloff, to be produced 
by Frank Bibas, formerly head of the 
commercials department at Roland 
Reed Productions. Other programs are 
the Guy Madison Show, about a 
swashbuckling Southerner, which Mr. 
Roach will produce in conjunction 
with actor Madison, starting Sept. 22; 
Landmark, pilot of which was filmed 
two years ago by Goodson-Todman; 
Mann of Action, John Ireland starrer, 
initial segment of which was made by 
Roach last year, and Cavalry Surgeon, 
to star John Hudson and to be pro- 
duced by Jerry Stagg. 

























In order to insure a continuous flow 
of product, Mr. Roach said, he plans 
to set up programs for the development 
and signing of contract actors and 


writers. 


TAPE ..- 

Paramount-owned station KTLA has 
become the last of the Los Angeles 
channels te order Ampex videotape 
equipment, two of the VTR machines 
to be delivered by December. At the 
same time, it was revealed, Paramount 
Sunset Corp. will use the facilities to 
tape pilots and commercials. 

Making this possible is the fact that 
KTLA-Paramount Sunset is one unit, all 
of it using IATSE personnel, thus cir- 
cumventing the union dispute which 
has been slowing the introduction of 
tape. Paramount Sunset lot will thus 
be able to attract indie producers who 
want to place their product on tape. 

NBC-TV will shoot its first pilot on 
tape this week. The Rowan-Martin 
Show, produced by Charles Isaacs, 
will be lensed on VTR_ equipment. 
In the meantime, CBS-TV, which 
pioneered use of tape last season has 
switched plans and will produce entire 
hour-long Pursuit series live. Two pilots 

were recorded on teletape. 


COMMERCIAL CUES ... 

First west-coast commercial pro- 
ducer to introduce tape facilities is 
Cascade Pictures, which has made a 
unique tie-up with KTTV Los Angeles 
to solve the union jurisdiction prob- 
lem. Cascade will shoot spots at its 
own studios, but will transmit them via 
telephone lines to KTTV, where they 
will be recorded on VTR. SAG actors 
will be used at Cascade studios. Cas- 
cade executives believe the step neces- 
sary because they feel 30 per cent of 
commercials now on film will be 
moving to teletape in the near future. 
The company also has Ampex VTR’s 
on order for delivery later this year. 

Television Commercials, Inc. 
formed last month and located on 
Paramount Sunset Studios, will begin 
taping of commercials the middle of 
October. . . . Two top agency commer- 
cials producers, Ted Goetz of BBDO, 
and Warren Ambrose, of Compton, 
have joined Hollywood Film Commer- 
cials as production executives. 
John and Pat Wayne have been signed 
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to do a series of 20-second Gillette 
commercials to be produced by Four 
Star Films. 

Five 
mated commercials are being filmed 
for S&W Foods (Honig-Cooper-Har- 
rington & Miner) by La Brea Produc- 
tions. Each spot will sell one of S&W’s 
products, and have individual ani- 
mated character specifically associated 
with it. LaBrea also is producing two 
Leslie Salt spots, introducing a new 
package, for the same agency. . . . Chi- 
cago rep office has been set up by 
Desilu commercials department, with 
New York office to follow soon, ac- 
cording to Martin Leeds, vice-president 
of the telefilm company. 


combination _ live-action-ani- 


PERSONNEL ... 

National Telefilm Associates con- 
tinues its personnel expansion. In addi- 
tion to six new salesmen, the company 
has appointed William M. Koblenzer 
to the newly created post of director 
of sales for programs in New York. 





KOBLENZER 
Mr. Koblenzer, associated with NTA 


for the past two years, will be in 
charge of program and syndicated 
sales out of the New York office. The 
six new additions to the sales staff 
are: William G. Rhodes, Roger Wilson, 
Frank Meyers, Paul Weiss, M. C. 
Syl- 
via Seymour has been named director 
of NTA’s west-coast film productions. 
Miss Seymour, who has been a west- 


Gregory and Crenshaw Bonner. 


coast production executive for the com- 
pany, joined NTA in 1955. 

Ziv Television Programs, Inc., has 
added personnel to its New York sales 
operation and to its eastern division. 
Joseph Kotler has been appointed New 
York sales manager, replacing Len 
Firestone, recently promoted to general 
sales manager of syndication. Richard 
Hamburger has been promoted to as- 






KOTLER 


sistant New York City sales manager, 
and James Parker has been promoted 
to spot sales manager for the eastern 
sales division, under Jack Gregory, 
sales manager . . . Michael J. Gould has 
been appointed sales representative for 
Guild Films. . . . Gilbert Williams has 
been appointed a staff director for 
Robert Lawrence Productions. ; 
Andrew L. Gold, most recently chief 
of production and staff director for 
Vidicam Pictures, has joined Trans- 
film as a producer-director. 


‘M-$-M’ BIRTHDAY 

This month wor-tv New York 
marks the fifth anniversary of Million 
Dollar Movie. The occasion prompted 
a station statistician to come with 
some figures which are downright 
startling. On Sept. 15, when the 200th 
film goes on the air, 3,200 showings, 
or 4,800 hours of entertainment, will 
have been telecast. The station esti- 
mates that total viewers in the past 
four years amounted to over one bil- 
lion in over half a billion television 
homes. 

One film is aired 16 times per week, 
and only 50 movies are used in a year’s 
time. The benefits derived from this 
kind of scheduling, according to wor- 
TV officials, are many. For one thing, 
reasonably high standards of selection 
can be maintained, and film editors 
have more time (40 to 50 hours a 
week) to work on a given feature. 

According to the station, more 
people in the New York metropolitan 
area see M-$-M each week than 
any of the top 10 network tv pro- 
grams, and the show continues to 
reach seven out of 10 New York tv 
families each month. Fifth season be- 
gins on Sept. 22 with Jane Russell in 
Macao, and seven other post-’48 films 
will be telecast this fall. 








Film Commercials 


COUSENS-BLAIR 
PRODUCTIONS, INC. 


Completed: Liftsavers, Inc. (Liftsavers), 
Product Services. 
In Production: Continental Wax Corp, 


(wax), Product Services; Coastal Foods Co, 
Div. Consolidated Food Corp. (soups), W. 
B. Doner. 


ELEKTRA FILM PRODUCTIONS, 
INC, 

Completed: Hills Bros. Coffee, Inc. (instant 
coffee), Ayer; American Tobacco Co. (pro- 
gram opening), BBDO; N. Y. Telephone 
Co. (yellow pages), BBDO; Standard 
Brands, Ltd. (Royal pudding), MacLaren; 
F. & M. Schaeffer Brewing Co. (beer), 
BBDO; Colgate-Palmolive Co. (Fab), Bates; 
Esso Std. Oil Co. (Esso gas), MacLaren; 
E. I. du Pont de Nemours & Co. (Dacron- 
cotton), BBDO; California Oil Co. (Calso, 
Chevron), BBDO. 

In Production: Buick Div., General Motors 
Corp. (cars), Mc-E; Ford Motor Co. (cars), 
JWT; Salada-Shiriff-Horsey, Inc. (tea), 
SSC&B; Smith Bros., Inc. (cough drops), 
SSC&B; Esso Std. Oil Co. (Esso gas), Mac- 
Laren; S. C. Johnson & Son (program open- 
ing), B&B; Geo. W. Helme Co. (snuff), 
C&W; S. C. Johnson & Son (Klear), FCB; 
E. I. du Pont de Nemours & Co. (Orion, 
Nylon, Dacron), BBDO. 


GRAY & O’REILLY 

In Production: General Foods Corp. 
(Baker’s coconut), Y&R; American Oil Co. 
(gasoline), Joseph Katz; Block Drug Co. 
(Omega oil), Gumbinner; General Cigar 
Co., Inc. (White Owl), Y&R; Falstaff Brew- 
ing Corp. (beer), D-F-S. 


JAMES LOVE PRODUCTION 
Completed: Aluminum Co. of America 
(aluminum siding), F&S&R; Tom Huston 
Peanut Co. (peanut butter sandwiches), 
Harris & Weinstein. 

In Production: Aluminum Co. of America 
(commercial fishing fleet), F&S&R; Alumi- 
num Co. of America (Hallite premium), 
Ketchum, MacLeod & Grove; Bell Tele- 
phone Co. of Pennsylvania (telephone 
spots), Gray & Rogers. 


MPO TELEVISION FILMS, INC. 
Completed: Radio Corp. of America (RCA), 
K&E; Chemstrand Corp. (Acrilan carpets), 
DDB; R. J. Reynolds Tobacco Co. (Win- 
stons), Esty; Chunky Chocolate Corp. 
(candy), Grey; E. & J. Gallo Winery 
(Gallo wines), DDB; Carter Products, Inc. 
(Arrid), SSC&B; Lever Bros. Co. (Wisk), 
BBDO; Duffy-Mott Co., Inc. (Mott’s apple- 
sauce), SSC&B; Lever Bros. Co. (Rinso), 
JWT. 

In Production: Socony Oil Co. (Mobilgas), 
Compton; Standard Brands, Inc. (Instant 
Chase & Sanborn), Compton; Benson & 
Hedges Tobacco Co. (Parliaments), B&B; 
John H. Breck, Inc. (shampoo), Ayer; 
Campbell Soup Co. (Franco-American prod- 
ucts), BBDO; Harold F. Ritchie, Inc. (Bryl- 
creem), K&E. 


NATIONAL SCREEN SERVICE 

Completed: Promotional films, ABC-TV, 
direct; White Rock Co. (ginger ale), MJA; 
J. B. Williams Co. (shaving cream), Park- 
son; Pontiac Div., General Motors Corp. 
(cars), MJA. 2 
In Production: Stahl-Meyer Co. (Ferris 
hams), Hicks & Greist; P. Ballantine & 











Sons (peer), Esty; Crown Central Petro- 
leum Co: (gasoline), Lefton; Sandura, Inc. 
(Sandran floor coverings), Hicks & Greist. 


FRED NILES PRODUCTIONS 


Completed: Bosch Brewing Co. (bzer), 
Henri, Hurst & McDonald; Munsingwear, 
Inc. (men’s underwear), Powell, Schoen- 
brod & Hall; Texize Chemicals, Inc. (liquid 
detergent), Henderson; Climalene Co., 
D'Arcy; Hobart Mfg. Co. (Kitchen Aid 
dishwasher), Buchen. 

In Production: Quaker Oats Co. (Aunt 
Jemima), John Shaw; Montgomery, Ward 
& Co. (Broadloom rugs, 86th anniversary 
sale), direct; National Presto Industries, 
Inc. (appliances), Donahue & Coe. 


RAY PATIN PRODUCTIONS, 
INC. 

In Production: Anheuser-Busch, Inc. (Busch 
Bavarian beer), Gardner: Campbell Soup 
Co. (beans and franks), NL&B; Mars, Inc. 
(Milky Way candy bar), Knox Reeves; 
Brown & Haley (Mountain Bar candy), 
Miller, Mackay, Hoeck & Hartung. 


PINTOFF PRODUCTIONS 
Completed: Promotional film, ABC-TV, 
direct; Public Service Network (Building 
America), direct; Ward Baking Co. (Tip 
Top bread), Goulding-Elliott-Graham, JWT; 
Ford Dealer Adv. Assoc. (used cars), JWT: 
Gunther Brewing Co. (beer), L&N; Stabl- 
Meyer, Inc. (franks), Hicks & Greist; Dixie 
Cup Co. (paper cups), Hicks & Greist; 
North American Phillips Co. (Norelco 
shavers), C. J. LaRoche; O’Keefe Brewing 
Co. (ale), Comstock; Bon Ami Co. (Bon 
Ami, Glass Gloss), Weiss & Geller: Con- 
solidated Cigar Corp. (Muriels), L&N. 

In Production: New Englani Confectionery 
Co. (Necco candy), C. J. LaRoche: Paper 
Mate Co. (pens), FC&B: Bon Ami Co. (Jet 
Bon Ami), Weiss & Geller; Proctor Electric 
Co. (toasters), Weiss & Geller; North 
American Phillips Co. (Norelco shavers), 
C. J. LaRoche; Renault. Inc. (Dauphine 
cars), NL&B; Pintoff Productiens (The 
Violinist), direct. 


WILBUR STREECH 
PRODUCTIONS, INC. 

Completed: Harold F. Ritchie Co. (Mac- 
Leans toothpaste) , Rabko: General Foods 
(Sugar Crisp, Alpha-Bits), Rabko; Sinclair 
Oil Refining Co. (gas), Morey, Humm & 
Warwick. 

In Production: Promotion trailer, ABC-TV, 
direct. 


SOUND MASTERS, INC. 
Completed: Procter & Gamble Co. (Spice & 
Span), Y&R. 


TRANSFILM, INC. 

Completed: Whitehall Pharmacal Co. 
(Primateen), Bates; Helena Rubenstein, 
Inc. (Mascaramatic), OBM; Esso Std. Oil 
Co. (Esso gas), Me-E; Corn Products Re- 
fining Co. (Karo syrup), Miller; Borden 
Co. (ice cream), B&B; U. S. Steel Corp. 


(steel), BBDO; Pharmaceuticals, Inc. 
(Geritol), Grey; Colgate-Palmolive Co. 
(Veto), NC&K: Converted Rice, Inc. 


(Uncle Ben’s rice), Bates; American Chicle 
Co. (Rolaids), Bates. 


TV CARTOON PRODUCTIONS 
Completed: Golden Grain Macaroni Co. 
(Rice-A-Roni), McCann-Erickson; Blue 


Chip Stamps, Gerth, Brown, Clark & Elkus; 
Lawrence Realty Co. (construction), Clif- 
ford O. Boggess; Utah-Idaho Sugar Co. 
(U & I sugar), David W. Evans. 

In Production: Kilpatrick Bakeries, Inc. 
(bread), Reinhardt. 


Advertising 
Directory of 


SELLING 


COMMERCIALS 


Kreml « Parkson Advertising 


Mercury « Kenyon & Eckhardt 


New York Telephone Co. « BBDO 


(Oy 38 sa” 
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ELEKTRA FILM PRODUCTIONS, INC., New York 


ak ST .3 


Pepsi-Cola « Kenyon & Eckhardt 


LE ORA THOMPSON ASSOCIATES, Hollywood 


Sterling Drugs « Brown & Butcher 


HFH PRODUCTIONS, INC., New York 


United States Steel » BBDO 


TRANSFILM INCORPORATED, Mew York 


Winston » William Esty & Co. 


MPO TELEVISION FILMS, INC., New York 
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media man’s phone rings... 
before he says, “Hello”, 
reaches for SRDS...50 times a 
he gets calls from account 
executives; clients... questions on 
media; markets; coverage of 
markets; cost... upon his answers 
depend important judgments that 
| can help or hinder your chances 
of getting a contract... 


and with your Service-Ad in SRDS 


ou are there 


> by helping people buy 
eng 
Br yen \ 

SS < <= 






* 







Note: For an inside view of SRDS, 
of the user, send for a free copy of as 
“Standard Rate, The Agency Man’s Right Arm.” 


N. Y. C.— Murray Hill 9-6620 «+ CHI.—Hollycourt 5-2400 « L. A.— Dunkirk 2-8576 














SROS standard Rate & Data Service, Inc. 


the national authority serving the media-buying function 


Walter E. Botthof, Publisher Neg 
a 


1740 Ridge Avenue, Evanston, Ill. Davis 8-5600 2D? 
Sales Offices— Evanston, New York, Los Angeles 
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CONGRESS IN REVIEW. The recent- 
ly adjourned 85th Congress left a rec- 
ord of many headlines but little legis- 
lation in the television field during its 
second session. In retrospect, the bal- 
ance sheet would show that a lot of 
heat but little light was shed on the 
tv industry and its regulation. 

Although it seemed to be making 
news all year, the session actually 
produced only one bill which could 
even remotely be called major legisla- 
tion. That was the Moss bill, designed 
to open to all media many Govern- 
ment reports and documents kept 
secret for years under a 1789 “house- 
keeping” statute for storage of infor- 
mation. The bill was strongly sup- 
ported by the tv industry. 

No other bills affecting tv ran the 
eauntlet._ of both Senate and House. 
A bill (S. 2119) to allocate up to $1 
million to each state for educational 
tv came close. It passed the Senate 
May 29, was approved by the House 
Commerce Committee, but never came 
to a vote on the House floor. 

Several bills figure to be reintro- 
duced in the next Congress, to be 
elected in November. Among them is 
a bill by Senator A. S. (Mike) Mon- 
roney (D-Okla.) to investigate tv pro- 
gram rating services and, if hearings 
warrant, to require the FCC to tighten 
its regulation of them. 


PROBES A-PLENTY. [I{ 


failed to produce legislation, however, 


Congress 


it did come up with plenty of fire- 
works. It reserved for the field of in- 
vestigation, an increasingly important 
function of Congress, its major activity 
in tv—and the full answer of whether 
Congress labored to produce a moun- 
tain or a mouse still isn’t available 
and won’t be for some time. 

Certainly the American people be- 
came aware of the House Legislative 
Oversight Subcommittee of the House 
Commerce 1957. 


For it was this subcommittee, though 


Committee during 
torn by internal dissension and strife 
among its members, that touched off 
the bitter investigation of influence in 
obtaining grants from the FCC. 


Washington Memo 


It all began with a probe of influ- 
ence-peddling in connection with the 
grant of channel 10 in Miami, and be- 
fore the dust had. cleared, one com- 
missioner was forced to resign and 
seyeral others stood accused of mis- 
conduct and malfeasance. It led to 
adoption of a code of ethics to guide 
public officials in acceptance of gratui- 
ties and honorariums from the broad- 
casting industry and touched off a 
series of court cases still in progress. 

The subcommittee isn’t through by 
a long shot. During the first week in 
June it shifted its hearings to consid- 
eration of a channel 5 grant in Boston 
to the Herald-Traveler, but since then 
has been sidetracked by the celebrated 
Goldfine case. However, it’s scheduled 
to resume hearings in September on 
the Boston case, as well as on up to 
13 other grants which the subcom- 


mittee has been studying. 


WHAT’S AHEAD? The net effect of 
the investigation remains unanswered. 
But the common belief here is that, 
although no legislation has come out 
of the hearings and perhaps won’t, the 
subcommittee has forced the FCC to 
regulate the tv industry on a fairer 
basis, free of the taint of influence. 
The impression is that the commis- 
henceforth be acutely 
aware that Congress, and perhaps the 


sioners’ will 


Justice Department, is looking over 
their shoulders when they award con- 
struction permits and make final de- 
cisions on valuable tv licenses. The 
result, say industry officials, cannot 
fail to be salutary in insuring that 
applicants receive a fair shake from 
the FCC and that no under-the-table 
considerations are involved. 

With a regulatory body such as the 
FCC, where the terms of the commis- 
sioners are fixed by law. the problem 
of retaining continuity of a code of 
ethics in changing administrations ‘is 
always great. Responsibility for selec- 
tion of honest commissioners at the 
outset rests with the White House and, 
as one veteran communications attor- 


ney pointed out, “ethics must begin 


(Continued on page 90) 
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ONLYPULSE | 





DELIVERS 









Of the three major television services, Pulse 
alone delivers the complete sample contracted for 
—a pre-determined sample of high accuracy. 


Unlike mail-diary, meter, or telephone methods 
that miss millions —the educationally handicapped 
millions unable to cooperate in paper work; the 
indifferent millions who refuse the chore of record 
keeping; the millions who lack telephones— Pulse 
alone uses direct, face-to-face interviewing right 
in the home. 


Since 1941 Pulse has developed accredited tech- 









Pulse rings doorbells 


in their homes 









Largest Scientific Sampling 


\: . . interviews families 





““Only U.S. Census talks with more families” 


THE 100% 
WHOLE 
SAMPLE | 





niques of sampling, a tremendous operation, the 
largest known to the broadcast industry —in fact, 
the largest sampling outside the U. S. Census. 


Looking at a typical example: you have a night- 
time Television Network program? Pulse’s sample 
“Base 6,000” for your show means that Pulse in- 
terviewers actually talk with 6,000 different fami- 
lies about your show. This sample of identical size 
—pbut different families—is repeated next month, 
and the next, and the next, a staggering cumulative 
total. No panel bias, no inertia. 


In an interesting new slide presentation, we 
have compressed the essential Pulse pluses. See it. 
Let your own judgment, not hearsay, decide 
whether or not your firm can use this vital assist, 
profitably. We reported 222 different U.S. markets 
last year, more this year. Please write. Or for an 
appointment at your own best convenience, phone 
Judson 6-3316. 


730 FIFTH AVENUE 
NEW YORK 19, N.Y. 


ULSE, Ine. 


LOS ANGELES + 
























CHICAGO + LONDON 
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As the long-time leader in the South's #1 market, WAGA-TV 
iskeeping pace with the amazing growth of Greater Atlanta, 
which hos increased population 34% since 1950 (gaining 
69,000 a year) and is booming with new industry and commerce. 


* 


MORE TOP MOVIES — New $2,000,000.00 
Screen Gems RKO, UA and 20th Century purchase 
adds greatly to WAGA-TV's 600-film library for the 
new Early Show at 5:30 PM weekdays, and late 
evening Starlight Movies. 

MORE NEWS COVERAGE — News shows at 
7 and 11 nightly, plus mobile Newshound flashes on 
live Channel 5! 

MORE MODERN EQUIPMENT— Atlanta's first 
videotape recorder! 

MORE MERCHANDISING — A tremendous bonus 
that pays off in greater sales for your client. 


MORE COVERAGE — Our 0.1 milivolt contour 
reaches two million Georgians in 59 counties, 17.7% 
more than the second station! 


See your KATZ man today 


. 


CHANGING 
TELEVISION 
MARKETS 


One of a series: 


Alabama, Florida, Georgia 


Storer Television 
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BIRMINGHAM 
ALABAMA 


THE NATION'S 


34th MARKET 


WBRC-TV DELIVERING... 





1,454,400 
PROGRESSIVE PEOPLE 


IN FORTY ONE OTHER 
GROWING ALABAMA COUNTIES. 


DOMINATING BIRMINGHAM AND SEVEN OTHER 


FLORENCE 
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%, TV Homes % TV Homes Viewing 
Receiving 3 Times Weekly 
FLORENCE WBRC-TV 89 76 
STA. B 78 57 
GADSDEN WBRC.-TV_ 100 99 
STA. B 99 97 
HUNTSVILLE WBRC-TV__97 90 
STA. B 85 3 
TUSCALOOSA WBRC-TV 99 % 
STA. B 100 94 
SELMA WBRC-TV__84 75 
STA. B 100 99 


FOR MORE (fae INFORMATION 


on WBRC-TV 
Call Your KATZ mau 
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BIRMINGHAM, ALABAMA « Represented by the KATY agency 
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One of a series: 
Changing Television 
Markets 


Post-war industrial development 


A’ great southeast is basking contentedly 
these days in the sunshine of unprecedented 
economic progress. 

The tide of prosperity which has swept the 
south since the end of World War II has been par- 
ticularly notable in the neighboring states of Ala- 
bama, Florida and Georgia. 

With hardly a pause for the recent dip in the 
national economy, growth has extended in all di- 
rections. The population has expanded so swiftly 
in some areas of these three states that even the 
most optimistic Chamber of Commerce predictions 
have been left behind, while such standard meas- 
urements as effective buying income and retail 






building new prosperity in southeast 








sales have advanced steadily. 

This happy state of affairs may be attributed 
principally to the great flow of industrial develop- 
ment which has headed southward since the war. 
Attracted by inexpensive power, plentiful labor 
and a favorable climate, as well as tax induce- 
ments and advantageous factory sites, the region 
has become a headquarters not only for northern 
industries that wanted to move to less crowded lo- 
cations, but for the many new plants and factories 
spawned by post-war scientific developments as 
well. 

Television has had an important part in this 
story of southeastern progress, helping not only to 
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win more new industries for the area, 
but also to build new communities and 
enlarge old ones, to inform and enter- 
tain growing populations and, most of 
all, to help sell the ever-increasing 
stream of products moving from south- 
eastern factories. 

Originally noted for its plantations, 
Alabama is often called the “cotton 
state.” It is still the leading farm crop 
—approximately 750,000 bales of cot- 
ton are produced annually—but cattle 
and beef have become important, just 
as they have in both of the other south- 
eastern states. Alabama also raises pea- 
nuts, corn and pecans, grains, sweet po- 
tatoes, watermelons, hogs, dairy prod- 
ucts, tobacco and sugar cane. Value of 
its livestock production is about $169 
million annually, while that of its crops 


is about $203 million. 

The state has iron, coal, salt, marble 
and other minerals, and the extensive 
forests have attracted pulp and other 
wood-working plants. One of the prin- 
cipal causes of Alabama’s recent pros- 
perity has been the Muscle Shoals pow- 
er development, a part of the Tennes- 
see Valley Authority, which has made 
power plentiful and cheap for new in- 
dustries. 

Alabama became the 22nd state in 
the union in 1819. In 1820 the popu- 
lation was recorded as 127,901. By 1900 
this figure had risen to 1,828,697 and 
by 1940 to 2,832,961. The 1950 census 
gave Alabama a population of 3,061,- 
743, which has risen to an estimated 
3,174,100 in 1958. Retail sales are esti- 
mated at over $2.5 billion, while effec- 





ALABAMA MARKET DATA BY COUNTIES 





Effective Buying Income—, Tote! 
Net Retail Auto- 
Per Per Sales Food motive Drugs 
Family ($000) ($000) ($000) ($000) 
850 6,281 1,916 978 232 
1,052 3,968 35,693 9,867 6,373 1,151 
799 3,210 15,472 4,059 3,061 5. 
843 9 9,840 1,993 123 
856 3,373 16,044 3,655 297 
764 6,183 1,942 1,080 204 
814 3,371 16,808 4,987 459 459 
1,251 4,784 76,951 18,715 1,635 
1,187 4,515 15,753 6,510 2,217 7 
836 3,412 1,077 1,458 91 
857 3,307 16,107 4,751 4,318 372 
750 3,202 7 823 40 
866 23,074 4,937 7,639 661 
851 1 852 2,047 2,035 190 
785 3,141 5,780 1,103 2,026 106 
857 3,393 24,967 6,354 7,463 634 
1,233 4,910 38,745 10,982 10,333 1,067 
716 3,146 8,587 2,435 O44 232 
866 3,638 2,861 1,077 113 175 
992 4,063 28,205 7,743 6,860 1,280 
832 3,340 7,301 1,835 1,506 76 
823 3,498 39,142 5,992 8,853 902 
842 3,301 12,537 4; 2,276 474 
1,051 41,480 10,721 1,503 
800 3,104 24,017 5,402 3,499 7 
991 4,033 14,749 4,001 2,960 304 
961 3,934 25,729 5,599 7,433 815 
1,334 4,920 92,918 26,386 19,787 2,718 
820 8,564 1,952 2,255 2 
907 3,554 15,852 3,471 4,601 448 
866 3,316 20,808 6,883 528 
726 3,032 6,815 1,122 1,739 139 
696 2,876 6,364 1,424 1,139 128 
818 583 12,542 3,1 1,398 314 
1,079 4,021 54,500 12,195 13,693 1,400 
3,302 17,476 4, 3,351 5 
1,624 5,740 634,563 158,437 147,258 17,676 
723 2,891 7,936 1,654 1,724 28 
1,217 4,490 50,298 11,510 12,673 1,537 
77 3.251 8,946 2,53. 2,020 
1,270 5,386 31,888 9,574 5,703 1,154 
866 3,525 23,299 6,343 5,138 473 
735 3,255 5,443 649 1,574 60 
936 4,287 10,087 3,471 2,173 232 
1,065 4,156 85,166 21,477 17,300 2,432 
826 3,257 16,155 4,272 3,172 419 
773 3,104 14,016 3,017 3,751 387 
903 3,388 46,059 9,191 12,738 1,290 
1,428 5,160 296,362 77,601 61,706 13,361 
824 3,462 13,984 3,668 3,349 2 
1,525 5,440 178,703 35,693 42,327 5,011 
1,107 4,024 46,856 12,261 11,555 1,316 
771 3,368 8,853 2,189 1,821 2 
759 3,245 12,011 2,936 2,675 503 
952 664 17,069 4,104 3,685 615 
837 3,417 10,501 2,513 2,639 281 
989 3,957 17,518 6,7 1,709 477 
1,010 4,056 14,130 4,578 2,772 390 
1,002 4,022 16,935 5,344 2,720 357 
828 3,522 7,989 1,682 1,074 
1,086 4,437 44,453 13,022 10,592 1,281 
1,126 4,362 26,810 7,971 6,683 
1,193 5,013 71,278 18,258 13,174 2,612 
957 3,731 33,983 10,277 6,843 993 
742 3,273 6,195 1,761 1,778 100 
661 2,960 5,653 1,240 1,128 67 
928 3,762 9,037 1,749 1,903 323 
The figures in the above table are reprinted with ission of Sales M. t Magazi the copyright 





owners, from the May 1958 Survey of Buying Power; further reproduction not licensed. 











tive buying income is well over $3.7 
billion. 

While Florida has profited immense- 
ly from the new industry which has 
benefited each of the southeastern states, 
its principal asset continues to be its 
climate. Its warm winter temperatures 
and opportunities for recreation have 
not only brought it a $1-billion annual 
tourist crop but have made living there 
so attractive that many industries have 
moved there to take advantage of the 
availability of all kinds of skilled and 
unskilled labor. It is possible to fill any 
kind of position in Florida from the 
myriad applicants who are attracted 
first by the Florida climate. 

In addition to being surrounded on 
three sides by the ocean (it has a 1,500- 
mile coastline), Florida has 30,000 
lakes and many rivers. The opportuni- 
ties for recreation are almost unlimited. 

The state has a prosperous agricul- 
tural industry, raising citrus fruits, 
vegetables, nuts, tobacco, poultry, dairy 
products and livestock. Cattle ranching 
has become a major business, with 1,- 
842,000 head counted in 1957. Sugar 
cane is raised in the Everglades region. 
Total livestock produced in the state in 
1957 was estimated at $153 million, 
while crops were valued at $496 mil- 
lion. 

The fishing industry is important in 
Florida with big catches of mullet, snap- 
per, mackerel, shrimp, clams, turtles, 
crawfish and stone crabs. Sponges are 
fished near Tarpon Springs. Other ex- 
panding industries include food prod- 
ucts, chemicals, fertilizers and insecti- 
cides; lumber, timber products and 
furniture; paper, cigars, phosphate 
rock and titanium mining. 

Florida entered the union on March 
3, 1845, the 27th state. Its first record- 
ed population in 1830 was 34,730. By 
1900 this number had increased to 528,- 
542 and by 1940 to 1,897,414. In 1950 
the population was 2,771,305, and to- 
day it is estimated at 4,146,800. Retail 
sales in Florida are nearly $5.9 billion 
and effective buying income $6.5 bil- 
lion. 

Georgia, like Alabama, is a cotton- 
raising state, and that staple is still the 
principal money crop, although other 
farm products are becoming more im- 
portant. The state raised 585,000 bales 
of cotton in 1956. Other crops include 
tobacco, peanuts, lupine, pecans, corm, 
oats, sweet potatoes, peaches and water- 
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melons. In 1957 cattle numbered 1,- 
546,000 and hogs 1,730,000. The state 
is a leader in the production of broil- 
ers and baby chicks. The value of live- 
stock produced in 1957 was over $300 
million, while other crops were valued 
at $166 million. 

Georgia has large pine forests which 
produce resin, turpentine and naval 
stores. It is a large producer of kaolin 
and china clay, marble, barite, granite, 
limestone, cement, talc, bauxite, coal, 
iron phosphate, manganese, mica and 
some gold and precious stones. 

Among the new industries which 
have their homes in Georgia are tex- 
tiles, chemicals, food processing, lum- 
ber products, printing and publishing 
and apparel manufacture. 

Georgia was the fourth of the origi- 
nal 13 states. In 1800 the population 
was 162,686, and 100 years later it had 
grown to 2,216,331. By 1940 the pop- 
ulation was 3,123,773 and in 1950 was 
3,444,578. Today there are an esti- 
mated 3,798,300 persons in the state. 
Retail sales are more than $3.5 billion, 
while effective buying income is nearly 


$5 billion. 


Tv’s Place Important 


Television is filling an important 
place in these three southeastern states. 
Alabama has nine stations and an esti- 
mated 589,250 television homes. Flor- 
ida, with 17 stations, has 946,380 tv 
households, while Georgia, with 11 sta- 
tions, has 743,320 homes with tv. The 
three states have an estimated 5,500 
color tv receivers. 

Following, in alphabetical order by 
state and city, are the television mar- 
kets which make up this southeastern 
area. Facts about each market tend to 
point up its importance in this increas- 
ingly prosperous area of the nation. 

Birmingham, one the south’s greatest 
industrial centers, is ideally located, 
both because of its natural resources 
and its central location. In an area 
where coal, iron ore and limestone are 
all found in large commercial quanti- 
ties, the city has long been a leading 
producer of steel ingots and finished 
steel products, as well as an enormous 
tonnage of pig iron and 60 per cent of 


the nation’s cast-iron pressure pipe. 

In recent years the trend for diversi- 
fication has broadened the output until 
today literally hundreds of products 
come from here. The Birmingham met- 
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The Ideal Cement Company, with the Aluminum Company of America and the 
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Whitney Division of Scott Paper Company in the background, is shown in this 
aerial view of a part of Mobile’s fast-growing industrial section. 


ropolitan area has an estimated popu- 
lation of 629,400 and an estimated 
buying income of more than $1 billion. 

Two tv stations are located in Bir- 
mingham: WABT, channel 13, and 
WBRC-TV, channel 6. 

WABT, atop Red Mountain, began 
commercial telecasting on May 29, 
1949, the first station on the air in Ala- 
bama. Call letters were WAFM-TV, but 
on July 1, 1953, when the station was 
sold to the Birmingham News Co., they 
were changed to WABT, standing for 
“Alabama’s Best in Television.” In 
1956 the station, along with the radio 
and newspaper properties of the Bir- 
mingham News Co., was purchased by 
the S. I. Newhouse interests. 

The station telecasts on 306 kw pow- 
er and is a primary NBC-TV affiliate 
with some ABC-TV programs. Charles 
F. Grisham is v.p. and general man- 
ager, and Albert J. Gillen v.p. and di- 
rector of sales. Harrington, Righter & 
Parsons are national representatives. 

“The south in general and Alabama 
in particular are developing at a ter- 
rific rate,” says Mr. Grisham. “New in- 
dustry, new products and new people 
are appearing daily. Television must, 
and will, keep pace with this develop- 
ment by performing its duty to sell the 
products and serve the viewer with the 
best in informative, entertaining pro- 
gramming and worthy public-service 
features.” 

wBRC-TV, atop Red Mountain, is 
owned by WBRC, Inc., of which Hul- 


bert Taft Jr. is president. The station 
first began operation on July 5, 1949, 
on channel 4 as an NBC-TV affiliate 
with 18 kw power. Without cameras, it 
operated with network and film until 
late 1952. In 1953 power was increased 
to 32 kw, and the channel switched to 
6 when the station was purchased by 
the Storer Broadcasting Co. The next 
year it moved into its new southern 
colonial brick building, and the affilia- 
tion was changed to CBS-TV. Power 
was increased to 100 kw. The present 
owners bought wsBrRc-TV on May 24, 
1957. The station estimates that it now 
covers 67 per cent of Alabama’s popu- 
lation and 65 per cent of its retail sales. 
Robert T. Schlinkert is general man- 
ager and Oliver G. Naylor general sales 
manager. The Katz Agency is the na- 
tional representative. 


Fast-Growing Area 


“The Birmingham market is one of 
the fastest-growing trading areas in the 
south,” says Mr. Schlinkert. “Accord- 
ing to the Sales Management Survey of 
Buying Power, this market, in 1957, 
ranked 49th among the nation’s 200 
leading metropolitan areas, with retail 
sales of $634,563,000, compared to 
53rd in 1956, with sales of $596,345,- 
000. In the population estimate, the 
Birmingham metropolitan area is now 
630,700, ranking as the 33rd market in 
the nation. The per-family buying in- 
come of this area has increased from 
1950 to 1957 a total of 50 per cent, as 















compared to other southern markets 
such as Atlanta, with a gain of only 33 
per cent, Memphis with a gain of 23.1 
per cent and Houston with a gain of 
9.8 per cent. Certainly television has 
had a large part in these increases, and 
through its ability to create a desire to 
buy new products the television medi- 
um will continue to help this area main- 
tain its steadily increasing growth.” 
Decatur is centrally located between 
Nashville, Birmingham, Atlanta and 
Memphis, in north-central Alabama, on 
the Tennessee River. It has a diversi- 
fied industry and is a trading center for 





Alabama Agencies 


Birmingham 

Advertising Inc., 1817 28th Ave. South 

Evelyn Allen Prod., 3504 Mountain 
Park Dr. 

Barnett & Barnett, American Life Bldg. 

The Cart Agency, Clark Bldg. 

Crim-Thomas, Town House 

Eastburn & Siegel, Title Guarantee 
Bldg. 

Goldman Adv., Brown Marx Bldg. 

Keegan Adv., Title Guarantee Bldg. 

Robert Luckie & Co., P. O. Box 2254 

Parker & Assoc., Commer Bldg. 

Frank J. Sego Adv., 1817 28 Ave. 
South 

Silver & Douce, Brown-Marx Bldg. 

Sparrow Adv., Farley Bldg. 

Frank M. Taylor Adv., Massey Bldg. 

T. O. White Adv., Title 
Bldg. 


Guarantee 


Dothan 
Wayne Mosley Adv., Box 1441 


Mobile 

Howard Barney & Co., 306 St. Francis 

Charles Courtney Adv., 410 St. Francis 

Crawford Adv., 107 No. Conception St. 

J. H. Lewis Adv., First National Bank 
Bldg. 

Morris Timbes Adv., 220 St. Michael 


Montgomery 

Tom Little & Assoc., 566 South Ferry 
St. 

Wm. Lynn Adv., 458 S. McDonough St. 

Mitchell Assoc., 807 Commerce Bldg. 

Parker & Assoc., 311 Moore Bldg. 

Proctor-Sparling Adv., 37 Molton St. 

Frank M. Taylor Adv., Moore Bldg. 

Tennille and Tuttle Adv., 101 Norman- 
dale Arcade 


a large farm area where cotton is the 
principal money crop, but there is an 
increasingly important interest in live- 
stock. Population of the city is esti- 
mated at 23,000 and that of Morgan 
County at 54,500. 

Television station is WMSL-TV, chan- 
nel 23, located at 701 Bank St. The sta- 
tion is owned by the Tennessee Valley 
Radio & Television Corp., with Frank 
Whisenant, president and general man- 
ager (699%). Gene Harwell is sales man- 
ager. The station telecasts with an au- 
thorized 189 kw power. It began op- 
erating July 4, 1954, and is an NBC-TV 
affiliate with some CBS-TV programs. 
Jack Masla & Co. is national repre- 
sentative. 

Dothan has grown from a reported 
21,000 persons in 1950 to an estimated 
30,000 today. Its principal industries 
include wheel toys, cigars, ladies foun- 
dation garments and hosiery, farm ma- 
chinery and lumber. It has important 
agricultural assets. A military payroll 
at Fort Rucker helps to boost the local 
economy. Population of Houston Coun- 
ty is estimated at 50,700 and buying 
income around $55 million. 

Dothan’s television station is WTVY, 
channel 9, located on Cottonwood Rd. 
The station is owned by WTVY, Inc., 
with Charles Woods president 
(20.95%) ; F. E. Busby, exec. v.p. and 
general manager (12.86%); Dr. Paul 
Flowers, treas. (14.76%) ; J. T. Throw- 
er, v-p. (10.48%), and others. wrvy 
went on the air Feb. 12, 1955. It has 
power of 28.2 kw and programs CBS- 
TV and ABC-TV shows. Art Creamer 
is local sales manager, and the station 
is represented nationally by Young 
Television Corp. 

Florence, in the Muscle Shoals area, 
has shown a considerable growth in the 
past 10 years. The potential metropoli- 
tan area of Florence, Sheffield, Tuscum- 
bia and Muscle Shoals is estimated at 
104,900, with an estimated buying in- 
come of over $128 million. Principal 
industry is manufacturing and fabricat- 
ing of aluminum by Reynolds Metals. 
Other large industries include the Ten- 
nessee Valley Authority, Ford Motor 
Co., Robbins Tire & Rubber Co., Dia- 
mond Alkali Co., Electro Metallurgical 
Co., Stylon Southern Corp. and Flagg 
Utica Knitting Co. 

Television station is WOWL-TV, chan- 
nel 15, at 840 Cypress Mill Rd. The 
station went on the air Oct. 1, 1957, and 
















































Tampa is home port for more than 
300 of the picturesque wooden 
craft you see pictured here. It is 
one of the nation's largest shrimp 
fleets. 


Retail food sales figures are not shrimp 
size. As a matter of fact, 


TAMPA-ST. PETERSBURG 


is the nation's 33rd market in retail food 
sales .. . each year our hungry Floridians 
spend more than 


$196,525,000 


GET YOUR SHARE OF FOOD DOL- 
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REACH THE ADULT BUYING AUDI- 
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ST. PETERSBURG MARKET AREA. 
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operates with 1 kw power. Programs 
are carried from all three networks, It 
is owned by Television Muscle Shoals, 
with Richard B. Biddle pres., treas. and 


general manager (55%) ; Radio Muscle 


Shoals (25%); Bryan Miley, sec. 
(25%); C. V. Green (12%%), and 
John Thompson (1214%). Bill Mapes 
is national sales manager, and Jack A. 
Worley commercial manager. The sta- 
tion is represented nationally by Forjoe- 
TV, Inc. 

“I am firmly convinced that the 
Muscle Shoals area, lying as it does over 
100 air miles from Birmingham, Nash- 
ville and Memphis, offers a rich and 
lucrative market for the advertiser 
which cannot be covered adequately 
from outside television,” says Mr. Bid- 
dle. “This is one of the few true uhf 
islands in the U. S. As additional indus- 
try continues to move into the great 
Tennessee River Valley and Muscle 
Shoals area, this market should more 
easily be able to support this local tele- 
vision operation.” 

Mobile, Alabama’s only seaport, is 
enjoying a continuing industrial devel- 
opment, with new production facilities 
and plants added in 1957 for the pulp 
and paper industry, the chemical indus- 
try and the shipbuilding and ship re- 
pair installations of the Alabama Dry 
Dock & Shipbuilding Corp., the Bender 
Welding & Machine Co. and the Gulf 
Shipbuilding Corp. & Mobile Ship Re- 
pair. The city has huge chemical and 
aluminum industries. Brookley Air 
Force Base is nearby. Mobile Bay is 30 
miles long and eight miles wide. The 
Mobile metropolitan area includes 276,- 
400 persons with buying income of 
$395 million. 

Two television stations are located in 
the city: WALA-Tv, channel 10, and 
WKRG-TV, channel 5. 

WALA-TV is located at 210 Govern: 
ment St. The station began operation 
Jan. 14, 1953, and operates on 316 kw 
power. It is owned by Pape Television 
Co., of which W. O. Pape, president, 
owns 99.6 per cent. W. B. Pape is exec- 
utive v.p. and general manager, and 
Jim McNamara is national sales man- 
ager. H-R represents the station na- 
tionally. WALA-TV is an NBC-TV affili- 
ate and carries some ABC-TV programs. 

WALA-TV has a record of many tv 
firsts, including coverage of Mobile’s 
famous Mardi Gras parades and the 














Alabama Deep Sea Fishing rodeo. 

“With the mushrooming oil wells in 
the area,” says Mr. Pape, “with a pay- 
roll of more than 20,000 people in 
Mobile’s Brookley Air Force Base; 
three multi-million-dollar chemical 
companies operating at full capacity; 
Alcoa’s huge plant; the largest paper 
mills in the world—these few high- 
lights, plus the fact that the Port of 
Mobile has made us an international 
trade center—the Mobile area has a 
truly exceptionally great future. The 
need for good television will continue 
to grow with the area. As the pioneer 
station in Mobile we pledge to keep pace 
with the booming market.” 

WKRG-TV is at 162 St. Louis St. It be- 
gan operation Sept. 5, 1955, and is on 
100 kw power. It is owned by Giddens 
Ty, Inc., which is owned 50 per cent by 
Kenneth R. Giddens, president and 
treas., and 50 per cent by the Mobile 
Press Register. W. J. Hearin Jr. is ex- 
ecutive vice president and chairman of 
the board, while C. P. Persons Jr. is 
vice president and general manager of 
the station. Avery-Knodel is national 
representative. The station is a CBS-TV 
primary affiliate. 

Montgomery, known as the “cradle 
of the Confederacy,” has shown a steady 
growth along with the rest of the south. 
Capital of the state, the area draws con- 
siderable income from the state offices 
as well as the military camps near the 
city. It is the center of a thriving cattle 
industry. Population of Montgomery 
metropolitan area is 163,000, and ef- 
fective buying income is estimated at 
nearly $250 million. 

Two television stations are located in 
Montgomery: wcov-Tv, channel 20, and 
WSFA-TV, channel 12. 

wcov-tv, Adrian Lane, was one of 
the first uhf operations on the air after 
the freeze, beginning telecasting April 
23, 1953. Since there was no vhi 
competition until 1954, conversion in 
the area is about 98 per cent. A fire in 
1955 destroyed all the equipment, but 
the station was rebuilt and on the air in 
20 days. The station is owned by Capi- 
tol Broadcasting Co., which is owned 
by Oscar P. Covington, president 
(26.28%); Clara P. Covington, v.p. 
(13.89%) ; Hugh M. Smith, sec.-treas. 
and general manager (15.17%), and 
others. It telecasts on 200 kw power and 
is a CBS-TV affiliate with some ABC- 
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This is an aerial view of Clair-Mel Homes’ new 
4500 home subdivision. 


and hardware sales—leading such great markets 
as Denver, Indianapolis, Columbus (O.), Rochester 
(N.Y.), Louisville and New Orleans. 


These homes will be needing 
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Typical growth like this places Tampa-St. Peters- | 
burg 24th nationally, in lumber, building material | 





PETERSBURG) 


TV programs. Henry Amerson is op- 
erations manager, and Morris South lo- 
cal commercial manager. Young Tele- 
vision Corp. is national representative. 

“Montgomery has enjoyed a steady 
growth for a long period of time and 
has a very stable economy,” says Mr. 
Smith. “Maxwell Air Force Base, the 
home of the Air Force War College, 
and Gunter Field have both expanded, 
with payrolls exceeding $50 million an- 
nually. We are proud of the fact that 
we have one of the largest cattle mar- 
kets in the nation. We have a deinter- 
mixture petition pending before the 
FCC which we hope will result in our 
receiving a vhf channel, which will al- 
low us to service a far greater area 
than we now are able to cover with a 
limited uhf signal.” 


FLORIDA MARKET DATA BY COUNTIES 


































wsFa-Tv, 10 East Delano Ave., is 
owned by the WKY Television System, 
a subsidiary of the Oklahoma Publish- 
ing Co. (The company also owns wrvt 
Tampa-St. Petersburg). The station 
went on the air Dec. 25, 1954, and tele- 
casts with 316 kw power. It is an NBC- 
TV primary affiliate with some ABC- 
TV programs. E. K. Gaylord is presi- 
dent, Carter Hardwick director and 
general manager, Frank Ridolphi busi- 
ness manager, M. H. Yeoman national 
sales manager, and Bob Villar local and 
regional sales manager. 

“The growth of television in this 
area has becn more rapid than the na- 
tional average,” says Mr. Hardwick. 
“Our set count has 


shown a rapid 


growth, and the potential is tremend- 


ous. 


eanlecdiceen this part of the 


-—Effective Buying Income—, Total 

Popu- Net Retail Auto- 
lation Dollars Per Per Sales motive Drugs 
Counties (000) ($000) Capita Family ($000) ($000) ($000) ($000) 
Alachua 70.3 93,604 1,331 5,318 72,587 17,973 17,422 2,491 
Baker 6.8 5,410 796 3,864 5,023 1,553 1,008 160 
sas ciate 60.6 85,320 1,408 5,299 69,513 17,106 13,145 2,403 
Bradford 11.6 10,369 894 3,703 8,731 2,362 2,017 324 
Brevard 66.1 93,615 1,416 4,375 76,933 21,831 14,646 3,146 
Broward 237.4 411,387 1,733 5,605 377,292 85,064 76,012 15,089 
Calhoun 7.2 5,638 783 3,132 7,124 1,395 1,282 361 
Charlotte 5.5 6,877 1,250 3,619 9,497 2,977 2,135 231 
Citrus 6.1 6,856 1,124 4,285 7,600 1,992 563 305 
Clay ..... 19.5 23,797 1,220 5,173 10,524 2,474 3,461 467 
Collier «a 19,481 1,465 4,751 18,258 3,902 1,346 832 
Columbia - es 21,970 1,082 4,225 17,790 4,081 3,980 382 
Dade ...... .. 800.1 1,601,944 2,002 6,509 1,470,987 333,859 291,515 54,813 
DeSoto - 94 10,071 1,071 4,196 9,778 2,517 2,412 380 
Dixie ...... af ne 3,399 872 3,777 3,687 1,201 736 126 
Duval . 418.2 667,668 1,597 5,658 576,989 144,168 148,880 20,234 
Eseambia 161.5 225,651 1,397 5,248 197,434 50,535 48,551 5,935 
Flagler 4.6 5,421 1,178 4,170 3,441 716 302 271 
Franklin 5.2 5,275 1,014 3,517 4,709 1,500 519 188 
Gadsden 42.1 31,563 750 3,758 25,480 6,139 5,371 795 
Gilchrist 2.7 2,048 759 3,413 2,757 854 722 _ 
Glades 2.9 3,420 1,179 4,886 1,761 696 39 
Gulf 9.9 10,950 1,106 4,056 8,031 2,623 1, 163 279 
Hamilton 8.8 6,708 762 3,049 5,797 1,927 458 177 
Hardee .. 12.2 13,369 1,096 3,932 13,545 3,073 3,594 379 
Hendry .. 6.8 9,906 457 5,503 12,469 2,579 3,170 296 
Hernando - 8.7 10,017 1,151 4,007 10,397 2,349 3,198 335 
Highlands -....... 16.4 22,367 1,364 4,565 24,763 6,542 6,632 741 
Hillsborough 351.1 $10,231 1,453 4,944 453,764 105,767 100,469 17,568 
Holmes ............ 12.0 8,856 738 3,163 7,084 2,516 1,813 235 
Indian Ri =. ae 23,429 1,354 4,594 30,351 6,841 5,284 1,131 
Jackson ............ 35.9 29,786 830 3,463 27,613 6,473 7,195 674 
Jefferson ... 9.4 7,321 779 3,050 5,614 1,435 1,266 157 
Lafayette 3.1 2,451 791 3,501 2,051 434 562 70 
Lake ... 47.2 62,578 1,326 4,535 59,207 15,180 13,395 1,980 
Lee 37.3 55,034 1,475 4,870 69,322 16,610 13,567 2,452 
Leon 63.8 94,336 1,479 047 81,643 15,731 15,469 1,799 
Levy 9.7 9,215 950 3,544 12,165 2,330 3,623 301 
Liberty 2.5 2,165 866 3,608 2,273 1,241 — - 
Madison 14.5 10,489 723 3,085 12,253 3,065 2,387 274 
Manatee 47.8 64,075 1,340 4,272 69,957 19,248 15,754 2,263 
Marior 48.5 55,679 1,148 4,035 58,157 11,480 11,187 1,528 
Martin 12.3 15,808 1,285 4,160 17,638 5,424 3,523 1,171 
Monroe . 53.3 85,727 1,608 5,912 44,043 11,307 6,217 1,653 
Nassau .... 16.0 16,605 1,038 4,258 13,301 2,231 2,656 208 
Okaloosa ........ 55.7 73,864 1,326 5,957 50,613 10,090 17,467 1,330 
Okeechobee 4.7 5,000 1,064 4,167 6,110 1,789 1,775 97 
Orange ............ 215.9 350,692 1,624 5,322 314,800 63,736 67,163 9,436 
Osceola .......... 14.6 17,897 1,226 3,652 20,252 5,830 3,501 622 
Palm Beach .... 180.4 295,730 1,639 5,188 302,193 65,723 59,360 10,187 
Pasco ee z 32,418 1,196 4,002 29,353 7,809 4,723 _ 947 
Pinellas . 478,214 1,778 5,071 453,768 90,762 84,711 15,894 
Polk ..... x 235,194 1,390 4,890 192,702 19,807 44,183 5,967 
Putnam .... . 38,992 1,178 4,285 34,112 8,156 7,618 1,910 
i 32.3 44,092 1,365 4,741 28,457 6,639 6,786 1,288 
St. Lucie ...... 30.6 43,874 1,434 5,223 51,557 13,159 14,506 1,558 
Santa Rosa ...... 23.6 23,202 983 4,000 23,079 7,872 4,358 504 
Sarasota 53.6 91,302 1,703 5,188 118,954 27,137 25,575 4,891 
Seminole .. 37.6 44,416 1,181 4,151 31,810 9,251 6,536 1,279 
Sumter 10.7 11,214 1,048 3,867 9,108 2,402 1,321 337 
Suwannee 15.2 13,597 895 3,578 15,446 2,954 3,587 470 
a eae 13,512 1,001 3,753 10,788 3,153 2,094 242 
Union 7.8 3,508 450 3,898 2,897 879 271 62 
Volusia .... 102.4 161,322 1,575 4,830 153,215 32,452 26,878 7,432 

Wakulla 4.7 3,724 792 3,103 1,774 897 _ 
Walton 14.7 12,789 870 3,456 15,973 2,991 5,216 98 
Washington 10.7 8,579 802 3,177 5,845 1,634 561 388 
The figures in the above table are reprinted with permission of Sales M tM . the copyright 





owners, from the May 1958 Survey of Buying Power; further reproduction not licensed. 














country holds a great deal of potential. 
We have labor, natural resources, de- 
sirable climate and water in abundance. 
The next 10 years are undoubtedly go- 
ing to show a tremendous expansion in 
industry and population in the Mont- 
gomery area.” 

In Florida, Daytona Beach is one of 
the more important resort and vacation 
centers along the Atlantic coast. It is 
the marketing center for a large poten- 
tial metropolitan area which includes 
an estimated 102,400 persons with buy- 
ing income of about $161 million. 

Television station for the area is 
WESH-TV, channel 2, located at 6th and 
Center streets. The station began op- 
eration May 29, 1956, and has 100 kw 
power. It is owned by Telrad, Inc., 
which is a property of the John H. 
Perry newspaper interests. An NBC-TV 
affiliate, the station is represented na- 
tionally by Avery-Knodel. John H. 
Perry is president, T. S. Gilchrist Jr. 
vice president and general manager, 
Walter Strouse station manager, and 
Thomas B. Newsom general sales man- 
ager. 

“The mid-Florida area represents one 
of the interesting markets in the United 
States,” says Mr. Gilchrist. “Its growth 
is little less than phenomenal, in pop- 
ulation gain, in retail sales, in distribu- 
tion and in general development. The 
diversification of business and industry 
is the soundest of economy. Its rich cat- 
tle, citrus, truck farms and tourist in- 
dustry and the new heavier industry at- 
tendant upon the Cape Canaveral guid- 
ed-missile operations provide a rapidly 
expanding but sound economy of full 
employment and higher per-capita pur- 
chasing power. Many observers predict 
that the mid-Florida market may soon 
equal or surpass one or more of the 
big-three markets in Florida, and its 
rate and type of growth substantiate 
this prediction.” 

Fort Myers, on the east coast, is an 
important trading area, generally draw- 
ing business from Lee, Collier, Char- 
lotte, Hendry and parts of DeSoto and 
Glades counties. The tourist business 
in Lee County is estimated at $12,960,- 
000 annually. Population of the city is 
22,000 and of Lee County 37,300. Buy- 
ing income for the county is over $55 
million. 

Television station in Fort Myers is 
WINK-TV, channel 11, 54 Palm Beach 
Blvd. It is owned by the Fort Myers 


Broadcasting Co., which is a property 
of the United Garage & Service Corp. 
of Cleveland. A. J. Bauer is general man- 
ager and sales manager, and the station 
is represented nationally by Walker- 
Rawalt Co. The station has ABC-TV 
and CBS-TV programs. wINK-Tv, went 
on the air March 6, 1954, and telecasts 
with 11.7 kw power. 

Pointing out the importance of the 
area, Mr. Bauer says: “Lee County has 
the advantage of a balanced economy. 
It ranks only behind Hillborough 
(Tampa) and Monroe in the volume 
and value of its commercial fishing, with 
the principal product being shrimp. The 
total value of sea-food landings in Lee 
County is between $4 and $5 million per 
year. Lee County ranks 33rd among 
all the counties in the U. S. in the dol- 
lar value of its horticultural products, 
this value being in excess of $4 million.” 

Mr. Bauer also cites the fact that 
the Florida Power & Light Corp. has 
built a multi-million-dollar generating 
plant in the county. “wINK-Tv has indi- 
cated its confidence in the continued 
growth of the area, building an off-the- 
air microwave system to bring ‘live’ 
CBS-TV programs to the area,” Mr. 
Bauer points out. 

Jacksonville, a marketing distribu- 
tion center for a broad area in Florida 
and the southeast, claims the distinction 
of being the largest, busiest port on the 
South Atlantic and a center for rail, 
highway, air and water transportation 
lines. Estimated population is 418,200, 
while effective buying income is $668 
million. 

The city has two stations: WFGA-TV, 
channel 12, and WJXT 
WMBR-TV) channel 4. 

wrca-Tv, 1070 East Adams St., is 
owned by the Florida-Georgia Televi- 
sion Co., with George H. Hodges, presi- 
dent (26%); Alexander Brest, sec.- 
treas. (26%); Harold S. Cohn, v.p. 
(10%); Mitchell Wolfson, v.p. (5%), 
and others. Jesse H. Cripe is v.p. and 
general manager, and Ralph W. Nim- 
mons general sales manager. 

WFGA-TV went on the air Sept. 1, 
1957, and telecasts on 316 kw power 
from a 994-foot tower. It is an NBC-TV 
affiliate. Peters, Griffin, Woodward is 
national representative. 

wJxT (formerly wMBR-TV), at Broad- 
cast House, is operated by the broad- 
cast division of the Washington Post 


(formerly 





WOW! 


WHAT A 
FIRST YEAR 


THANKS A 
MILLION FOLKS 
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“‘Jaxie’’ and WFGA-TV have en- 
joyed one year of steadily growing 
popularity down in Jacksonville— 
focal point of a $1% billion 64- 
county Florida-Georgia area. Dur- 
ing the year, the station won na- 
tional honors in Two Station Markets, 
winning 2nd place for General Audi- 
ence Promotion and 2nd place in 
Sales Promotion in the Television 
Age-Billboard promotion competi- 
tion. 

We want to express our apprecia- 
tion to our good friends and pa- 
trons, the agency people and time 
buyers throughout the country. 
“‘Jaxie’’ the porpoise with a pur- 
pose, is beginning his second year 
with the same avowed aim—to pro- 
vide top-flight programming! .. . 
excellent promotion! . . . hard-hit- 
ting merchandising! 


Basic NBC Affiliate, plus selected 
ABC Programming. 


Represented by 
Peters, Griffin, Woodward, Inc. 
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Channel 12 


Jacksonville, Florida 


FLORIDA’S 
COLORFUL STATION 
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NCS #3 SHOWS: 
WTVJ IS 
FLORIDA’S*1 
STATION! 





WTVJ’s Total* Coverage 
Proved Again! 


Startling results of NCS #3: 


Among all Florida TV 
Stations WTV4J is 

@ first in monthly coverage 

@ first in weekly coverage 

@ first in daytime circulation, weekly 

@ first in daytime circulation, daily 

@ first in nighttime circulation, weekly 

@ first in nighttime circulation, daily 
See your PGW colonel for all the facts 
that prove Total* Coverage makes 
WTV4J your first Florida TV buy! 


*Dictionary defines TOTAL as 
“whole, amount, complete, entire.” 


WTV 3s - MIAMI 
CHANNEL 4 
Represented by Peters, Griffin, Woodward 
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Co. The station went on the air Sept. 
15, 1949, and has been operating since 
Nov. 5, 1956, from a 1,000-foot tower 
with 100 kw power. The call letters 
were changed this month after the sale 
of the affiliated radio station. Expan- 
sion plans for 1959 call for the con- 
struction of a new Broadcast House on 
a seven-acre transmitter site overlook- 
ing the new Jacksonville Expressway. 

Glenn Marshall, Jr., is president and 
general manager of the wsxT Division; 
Charlie Stone is v.p., and David H. 
Booher sales manager. The station is 
represented nationally by CBS Televi- 
sion Spot Sales and is a CBS-TV affili- 
ate. 

Pointing to the increasing import of 
television in the North Florida-South 
Georgia market, Mr. Marshall says: “1 
am sure that television is the finest and 
most modern advertising medium in the 
market now. It certainly behooves us 
who have sight, sound and motion at 
our fingertips, and have the miracle fa- 
cilities to reproduce it, to do our utmost 
in proving television (and wJxT) the 
best advertising medium that money 
can buy. Especially significant in the 
WJXT market are the set count of 297,- 
542, the most abundant manufacturing 
facilities in all Florida, population with- 
in our coverage area of 1,035,600, ef- 
fective buying power of $1,327,623,000 
and acknowledgement as the ‘Hartford 
Insurance City of the south’.” 

The Miami-Dade County area is one 
of the richest resort sections in the na- 
tion. In addition, it has important fac- 
tories and is a center for wholesale as 
well as retail trade. Population of the 
Miami metropolitan area is estimated at 
800,100, with buying income of more 
than $1,600 million. 

The area has three television stations: 
WCKT, channel 7; wpst-TVv, channel 10, 
and wTJv, channel 4. 

wckT, 1401 North Bay Causeway, 
went on the air July 29, 1956. It is 
owned by the Biscayne Television Corp., 
which includes among its stockholders 
Niles Trammell, president and general 
manager (15%); John S. Knight 

(17.5%) ; James M. Cox Jr. (30.5%) ; 
James L. Knight (10%), and others. 
Charles Kelly is station manager, 
Charles H. Phillips national sales man- 
ager, and James L. Campbell local sales 
manager. The station, an NBC-TV af- 
filiate, is represented by NBC Spot Sales. 
WCKT telecasts on 316 kw from a 991- 





foot antenna. 

“Figures reflect only part of the mar- 
keting in Miami,” says Mr. Kelly, “but 
they are impressive. Today, for ex- 
ample, metropolitan Miami leads all 
markets in the southeast in total retail 
sales and ranks 17th in the nation. Dur- 
ing 1957, total retail sales in Miami 
reached a phenomenal $1.5 billion, an 
increase of nearly $500 million over 
1954 and $890 million over 1948. These 
bulging gains over the last 10 years far 
outstripped all other major markets in 
the southeast. In all but one market cat- 
egory, Miami ranks first among the 25 
dominant markets in the south, It is the 
sales champion in food stores, apparel, 
furniture, household goods, radios, 
automotive, gasoline stations, drug 
stores, lumber building and hardware. 
Only in general merchandise sales does 
Miami finish second to Atlanta. The 
Miami market ranks 25th in population, 
but a dependable barometer of true pop- 
ulation growth may be found in the 
size of the school-system enrollment. 
Dade County, apart from the rest of the 
south Florida population center, ranks 
as the eighth largest school system in 
the nation, being exceeded in size last 
year only by New York, Chicago, Phila- 
delphia, Los Angeles, Detroit, Balti- 
more and Houston. 

“Figures alone cannot define the 
character of a market that represents 
a population cross-section of every state 
in the Union and Latin America,” Mr. 
Kelly continues. “They cannot, except 
in terms of retail sales, describe the 
incredible impact of some five million 
yearly visitors, nor can they interpret 
the extent to which other markets are 
influenced by the exposure of these 
tourists to this area. Miami will con- 
tinue to dominate the southeast in the 
future as it has in the past. Its rate of 
growth shows no signs of slowing down. 
And, for all of its glitter and glamour, 
it is growing in maturity, in stability 
and in strength of character. It is no 
longer an economy of tourism, but a 
vigorous, healthy specimen of sound 
economic balance. As to the future, 
this much is clear: the statistical yard- 
sticks used to measure this supermar- 
ket of the southeast will continue to 
become obsolete before they can be 
applied.” 

WPST-TV is located at Biscayne Blvd. 
and 21st St. It is owned by Public Ser- 
vice Television, Inc., a wholly owned 














Sales Solution 
to the MIAMI Puzzle! 


Put your product on the MIAMI super- 
market shelf. Back it up with the 
sales impact of TV-7—Miami’s Big 
Name Station. It won't stay shelf- 
bound long. Products backed by 
TV-7 SELL-POWER don't! 





WCKT MIAMI, FLORIDA 
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STATION 7 MARKET 


7 
Y 


WDBO-TV-AM-FM 


ORLANDO... 
heartland of America's newest 
Industrial Empire... 


Salesmen for more than 
739,000 Central Floridians 


WDBO-TV -AM- FM 


ORLANDO... 
matching strides with 
Central Florida's 
bustling new economy 


WDBO-AM-FM-TV 


FIRST in Radio 
FIRST in Television 


| Affiliate 





9 
580kc - 92.3mc 


CHANNEL 


Cherry Broadcasting Company 
Orlando, Florida 


64 September 8, 1958, Television Age 








subsidiary of National Airlines. The 
station began operating Aug. 2, 1957, 
and telecasts on 316 kw power from a 
991-fost tower. It is an ABC-TV affili- 
ate and is represented nationally by 
Edward Petry & Co. G. T. Baker is 
Walter Koessler general 
manager, Bob Hanna national sales 
manager, and Jack Barry operations 
manager. 

“The television picture in the Miami 
area continues to look bright,” says 
Mr. Koessler. “Predictions are that in 
the next 10 years the population will 
increase 100 per cent, which, in turn, 
means the television set count of 402,- 
000 (not including 75,000 tv rooms in 
hotels and motels) will double. More 
industry is moving into the area as well, 
therefore the future for all business, 
including television, looks very favor- 
able.” 

WTvJ at 316 N. Miami Ave., is owned 
by WTVJ, Inc., which is owned by 
Wolfson-Meyer Corp. Mitchell Wolfson 
is president, Lee Ruwitch executive 
v.p. ad general manager, Jack Shay 
v.p. in charge of operations, and Louis 
Wolfson assistant to the general mana- 
ger. Bill Brazzil is v.p. in charge of 
sales. WTVJ went on the air March 21, 
1949. A CBS-TV affiliate, it is repre- 
sented nationally by Peters, Griffin, 
Woodward. The station went to full 
power of 100 kw in 1954 and built the 
first 1,000-foot antenna in the hurricane 
belt. It has a proud record of firsts and 
many awards for excellence in various 
branches of programming. 

“wtvJ prides itself in serving the 
fastest growing area in the south,” says 
Mr. Ruwitch. “Coverage-area cities 
such as Miami and Fort Lauderdale 
are constantly at the top of the nation’s 
growth list. For instance, there were 
363,600 families in south Florida three 
years ago, today there are 437,400. 
And this growth is not being caused 
or dominated by tourism, as most ‘out- 
siders’ think. It is a healthy growth of 
business and industry, of permanent 
residents and of development of re- 


president, 


sources. I predict that television in 
south Florida will have a growth as 
great as that of the area itself. New 
dimensions will be added—things that 
no one has even thought of yet. Over 
the past year, for instance, WTVJ has 
added a new dimension to television— 
that of editorializing, of guiding pub- 
lic opinion. The eyes of our station 


are ever open, looking for the new de- 
velopments in television. WTVJ has pio- 
neered in television in Florida for 10 
years now ... and we plan to main- 
tain that role.” 

Orlando, in central Florida, calls it- 
self the “Heartland of America’s New- 
est Industrial Empire.” Its growth has 
been immensely rapid, with some 30 
new industries added during the past 
year. The Martin Co.’s $18.5 million 
missile plant was built in Orlando last 
year. There are more than 40 elec- 
tronics firms there, including rapidly 
growing Radiations, Inc. The city now 
has 206 manufacturing plants. Popu- 
lation of the Orlando metropolitan area 
is 215,900 while effective buying is 
more than $350 million. 

Orlando has two television stations: 
wbB0-Tv, channel 6, and WLOF-TV, 
channel 9. 

WDBO-TV is at 30 South Ivanhoe 
Blvd. and is owned by Cherry Broad- 
casting Co., of which William S. 
Cherry Jr. is president (85%), William 
H. Goodman treas. and asst. sec. 
(10%), and Arnold F. Schoen Jr. v.p. 
and sec. (5%). Harold P. Danforth 
Sr. is general manager. 

WDBO-TV went on the air July 1, 1954, 
and telecasts with 100 kw power. It is 
a CBS-TV affiliate and is represented 
nationally by Blair Tv. 

General Manager Danforth says: 
“Orlando, already big-time and enjoy- 
ing the greatest prosperity in its his- 
tory, is on the way toward becoming 
one of the south’s largest cities. The 
statisticians and planners foresee a con- 
tinuing market growth, building up to 
a population of 500,000 within 17 
years. Right now the Orlando market 
more than qualifies as a ‘must-buy’ on 
national advertising schedules of the 
country’s leading advertisers.” 

WLOF-Tv, 639 West Central, is the 
property of the Mid-Florida Tv 
Corp., Joseph L. Brechner, president 
(17.33%); Donn R. Colee, v.p. and 
general manager (1.66%); John W. 
Kluge, treas. (19.33%); Hyman N. 


Roth, sec. (5%); Vasil Plyzois 
(13.33%); Harris H. Thomson 


(10%) ; Mrs. John W. Kluge (6.66%). 
There are 17 other stockholders. 

The station went on the air Feb. 1, 
1958, and telecasts with authorized 
power of 316 kw. It is an ABC-TV af- 
filiate and is represented nationally by 
Young Television Corp. 














“The phenomenal growth of the cen- 
tral Florida area has contributed to 
the amazingly fast growth of WLOF- 
ty,” says Mr. Colee. “The station’s deep 
interest in all phases of local events and 
progress, from the Orlando expressway 
issue to the latest firing at Cape Ca- 
naveral, is making channel 9 television 
as important in the area as it is enter- 
taining. I predict skyrocketing advance- 
ment and expansion for both the mar- 
ket and television in the market.” 

Palm Beach and the West Palm 
Beach metropolitan area includes the 
cities of West Palm Beach, Palm Beach, 
Lake Worth and Delray Beach, with an 
estimated population of 180,400 and 
buying income of $296 million. One of 
the most famous of the Florida resort 
areas, the Palm Beaches also have siz- 
able industry and serve as a trading 
center for a large area. 

The market is served by two stations: 
wPTv, channel 5, and WEAT-TV, chan- 
nel 12. 

wPTV, Poinciana Plaza, Palm Beach, 
went on the air Dec. 1, 1953, as WJNO- 
Tv after a merger of two competing 
applicants. Theodore Granik, who 
owned 24 per cent of the station, was 
chairman. On Aug. 9, 1956, John H. 
Phipps, who owns wctTv Tallahassee- 
Thomasville and several radio proper- 





Film Processors 


Atlanta 

Beeland Wood Films Inc., 752 Spring 
St., N.W. 

Daytona Beach 


Cine-Pic Film Prod., 512 South Seneca 
Blvd. 


Jacksonville 

Roy Goettsche Adv., 5424 Cresta Way 

Harry Radcliffe Agency, 218 W. Adams 

Russell-Barton Film Co., 4835 Waller 
St. 


Orlando 

Wurtele Film Prod., North Orange 
Blossom Trail 

West Palm Beach 

Tripical Films, 2918 Hillsboro Rd. 


Winter Park 


Robert M. Carson Prod., 1006 West 
Fairbanks Ave. 

Shamrock Pictures Corp., 707 Nicolet 
Ave. 





ties, bought the station and changed 
the call letters to wPTv. 

Since then the station has enjoyed a 
rapid growth. It serves 11 counties and 
a population in excess of 600,000, ac- 
cording to executive estimates. Chester 
E. Pike Jr. is station manager, Robert 
D. Murphy director of operations, and 
Robert L. Ray local sales manager. It 
carries NBC-TV and CBS-TV programs 
and is represented by Blair Tv. 

“As a local boy, my own faith in the 
future of Florida, and particularly of 
the Gold Coast region, has been more 
than justified by the population shift 
within the last five years alone,” says 
Mr. Pike. “Advertising’s attendant 
growth has been in direct proportion 
and will continue so for a long time to 
come. Business is good! We've found 
our place in Florida’s sun.” 

wEAT-Tv, Hotel Pennsylvania, West 
Palm Beach, is owned by Palm Beach 
Tv Co., a subsidiary of Rand Broad- 
casting, which is owned by Rex Rand, 
president (80% ), and Bertram Lebhar, 
exec. v.p. and general manager (20%). 
Edward J. Hennessy is general sales 
manager. 

The station went on the air Jan. 1, 
1956. It telecasts on 112 kw authorized 
power. ABC-TV and CBS-TV programs 
are carried. Venard, Rintoul & Mc- 
Connell represent the station nationally. 

Panama City, in the western part of 
the state, is a retail trade center for 
Bay, Gulf, Calhoun, Franklin, Wash- 
ington and parts of Walton and Jack- 
son counties. The area has paper, tex- 
tile and basic chemical plants, as well 
as other diversified industry and farm- 
ing. Population of the county is 60,600, 
and buying income is estimated at 
about $85 million. 

Panama City’s tv station is WJDM- 
TV, channel 7, located on Highway 98. 
It is owned by Mr. and Mrs. Mel 
Wheeler. The station went on the air 
Dec. 1, 1953, and telecasts with au- 
thorized power of 10.7 kw. It carries 
programs from all three networks. 

Mr. Wheeler is president, Hugh Bar- 
clay is general manager, and Milt de 
Rayna is v.p. and national sales man- 
ager. The station is represented na- 
tionally by George P. Hollingbery. Mr. 
Wheeler also has an interest in WEAR- 
TV Pensacola. 

Pensacola, called by the city fathers 
“The Enchanted City,” is located on 
Pensacola Bay, the deepest natural har- 
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Pictured here, the new Tampa Industrial Park. Under 
construction—Anheuser-Busch Co., Globe Union, Jos. 
Schlitz Co., and new U. of South Florida. 





Among the other newcomers to industrial 
Florida, in the rich Channel 8 area: 


LE CLEDE STEEL—-SPERRY RAND 
MINNEAPOLIS HONEYWELL 
HAMILTON STANDARD 
GLENN MARTIN CO.—LOCKHEED 
GENERAL ELECTRIC 
GENERAL NUCLEAR 


Plus a score of other major plant facilities 
too numerous to mention. 





INDUSTRIAL PAYROLLS ARE SOAR- 
ING! GET YOUR SHARE OF SALES 
IN THE BUSIEST PLACE IN FLORIDA. 


REACH THE ADULT BUYING AUDI- 
ENCE ON WFLA-TV—CHANNEL 8. 


CHOICE OF THE NATION'S TOP 
ADVERTISERS IN THE RICH TAMPA- 
ST. PETERSBURG MARKET AREA. 


See your BLAIR-TV man 


CHANNEL 


8 


PETERSBURG 











TAMPA-ST. 
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bor on the Gulf. It is the headquarters 
of the Naval Air Training Command 
of Naval Air Basic Training Command. 
The city has a well-diversified indus- 
try, including chemicals, naval stores, 
furniture, steel and iron products and 
many others. Crops in the area include 
soybeans, corn, potatoes, sugar cane, 
peanuts and commercial vegetables. 
Population of the potential Pensacola 
metropolitan area is 161,500, while es- 
timated buying income is $226 million. 

Television station in Pensacola is 
WEAR-TV, channel 3, located on U. S. 
Highway 90, west of the city. It is 
owned by Gulfport Broadcasting Corp.., 
with Charles W. Smith chmn. (51%), 
Mel Wheeler president and sec.-treas. 





as well as general manager (25%), F. 
M. Turner (12%), and A. C. Johnson 
(12%). Milt de Reyna Jr. is assistant 
manager and national sales manager, 
and Irv Welch is local sales manager. 

WEAR-TV went on the air Jan. 13, 
1954, and carries ABC-TV and CBS- 
TV programs. It telecasts with author- 
ized power of 55.4 kw and is repre- 
sented nationally by George P. Holling- 
bery Co. 

Tallahassee, capital city of the state, 
is the center of a prosperous farming 
and dairy area. Timber and allied in- 
dustries are also of importance. The 
city is a wholesale distributing center 
not only for Florida counties but for 
some in Georgia as well. Population of 





the potential metropolitan area is esti- 
mated at 63,800, and buying income 
is around $94 million. 

Television station for the Tallahas- 
see-Thomasville, Ga., area is wetv, 
channel 6, located at 2225 North Mon- 
roe St. in Tallahassee and with offices 
at 112 North Madison in Thomasville. 
WCTV went on the air Sept. 15, 1955, 
and telecasts with 100 kw power. It is 
owned by John H. Phipps, who also 
owns WPTV Palm Beach. L. Hershel 
Graves is managing director, and 
Joseph E. Hosford station manager. 
The station is represented nationally by 
Blair Tv. It is an NBC-TV affiliate and 
carries some CBS-TV and ABC-TV pro- 


grams. 





Florida Advertising Agencies Handling Television 


Clearwater 

Acker, Worley & Assoc., 46 Kipling 
Plaza 

Horace G. Cleveland & Griffin Adv., 
1303 Sunset Drive 

Production Service, 637 Chestnut St. 

Wesco Publicity Services, 811 Court St. 


Coral Gables 

Gottschaldt & Assoc., 2505 Ponce de 
Leon Blvd. 

J. Walter Thompson, 220 Miracle Mile 

Wadsworth & Walker, 218 Catalonia 
Ave. 


Daytona Beach 
Charles Corsi Adv., 754 Ballough Rd. 


Ft. Lauderdale 

August Burghard, 1710 S. Andrews 
Ave. 

George Evans Co., 207 E. Broward 
Blvd. 

Gil Sayward Assoc., 25 W. Broward 
Blvd. 


Hollywood 
Ladd, Southward, Gordon & Donald, 
807 N. Ocean Drive 


Jacksonville 

Bacon, Hartman & Vollbrecht, First 
Federal Savings Bldg. 

Jack Cavenaugh Adv., First Federal 
Savings Bldg. 

Crisps & Harrison, O'Reilly Bldg. 

Dennis, Parson & Cook, 530 Lynch 
Bldg. 

Roy C. Goettsche Adv., 5422 Cresta 
Way 


Willard R. Hollingsworth, O'Reilly 
Bldg. 

John Jelinek. 317 W. Forsyth 

Newman Lynde & Associates, 1628 San 
Marco Blvd. 

Bob Pendell Agency, 317 W. Forsyth 

Seitner Assoc., 122 W. Forsyth 

Cliff Lewis Agency, American National 
Bank Bldg. 


Lakeland 
Benton & Bowles, 1151 East Memorial 
Blvd. 


Miami 

Advertising in the Americas, Roper 
Bldg. 

Agey Associates, 1451 N. Bayshore 
Drive 

Bevis Assoc., Ingraham Bldg. 

Biscayne Adv., 2318 Biscayne Blvd. 

Bishopric/Green/Fielden, 3361 S.W. 
3rd Ave. 

Julian D. Burg Adv., 908 Congress 
Bldg., 111 Northeast 2nd Ave. 

August Dorr Adv., P. O. Box 2498 

Eisfield Adv., 308 Roper Bldg. 

Tally Embry, 150 S.E. 3rd Ave. 

Fischer & Horenbein, 231 Plaza Bldg. 

Friedlander-Roland-Dodee Adv., 2138 
Biscayne Blvd. 

Grant Adv., 201 S.W. 13th St. 

Charles Anthony Gross, 901 N.E. 2nd 
Ave. 

Harris & Co., Dupont Plaza Center 

Charles W. Hoyt Co., 1204 Chamber 
of Commerce Bldg. 

Hume, Smith & Mickelberry, 126 S.E. 
2nd St. 

Curt Lewald Adv., 3927 N.E. 2nd Ave. 


Media Inc., 306 N. Miami Ave. 

Henry Quednau Adv., 534 Pan Ameri- 
can Bank Bldg. 

Rollex-Reynolds, Dade Commonwealth 
Bldg. 

Leo J. Rosen Assoc., 530 Biscayne Blvd. 

W. I. Saltzman, Chamber of Commerce 
Bldg. 

Southern Adv., 953 South West First St. 

Wadsworth & Walker, P. O. Box 775 

L. R. Woodruff Adv., P. O. Box 155 


Miami Beach 

Advertising Trade Service, 350 Lincoln 
Rd. 

Corchov Adv., 350 Lincoln Rd. 

Jerrett Adv., 235 Lincoln Rd. 

Newman, Stern, Mandell Adv., 1900 

Purdey Ave. 


Naples 
Zyck Adv., 355D Fifth Ave., South 


Orlando 

Willard E. Botts Adv., 71 E. Amelia 
Ave. 

Dietenbeck Adv., 13 South Main St. 

H. L. Douglas Adv., 810 North Mills St. 

Charles F. Fry, 60 West Robinson Ave. 

Robert Hammond Adv., 88 Park Lake 
Ave. 

Travis Messer Adv., 1221 N. Orange 
Ave. 

David H. Obermeyer Adv., P. 0. Box 
2689 

A. P. Phillips Co., 1045 Legion Place, 
Lake Ivanhoe 

Sam Roen Adv., 1600 North Hull Circle 

(Continued on page 68) 




















Increase SALES in Northwest Florida 


by using — 


WEAR-TV Channel 3, Pensacola 
WJDM-TV Channel 7, Panama City 


The fabulous Florida Gulf Coast area is one of the 
fastest growing regions in the United States. You 
can cover this area with the Gulf combination of 
WEAR-TV and WJDM-TV to reach 1,000,000 per- 
sons with retail sales of $600,000,000 annually. 


Ask George P. Hollingbery Company for details. 








WEAR -TV WJDM -TV 


Channel 3 Channel 7 


Pensacola Panama City 


& © @a 


Mel Wheeler, General Manager 
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Speaking of the area, Mr. Hosford 
says: “The recognition by Sales 
Management in May 1958 of two 
counties in the WCTV coverage area as 
potential metropolitan areas (Dough- 
erty, Ga., and Leon, Fla.) is indicative 
of the growth of this Georgia-Ala- 
bama-Florida area. This combined with 
Leon County’s (Tallahassee) ranking 
of 11th in the nation in per-household 


A portion of the Tampa industrial skyline at night 


retail sales, points up vividly that the 
area is not only increasing in popula- 
tion but is enjoying a continuously 
expanding economy. Television, func- 
tioning already as a vital force in the 
major marketing programs in this area, 
continues to find itself the indispens- 
able partner in sales campaigns of 
advertisers recognizing the market po- 
tential for the first time. It is our be- 





Agencies (Continued from page 66) 


Ormond Beach 
Harold R. Smith, 445 Idlewood Dr. 


Pensacola 
Justin R. Weddell Assoc., 616 Brent 
Annex 


St. Augustine 

Bacon, Hartman & Vollbrecht, 6 Light- 
house Ave. 

St. Petersburg 

Ted B. Burgoyne Adv., 700 Bay Vista 
Blvd. 

Ray Coller, 2499 Green Way So. 

Fuchs, Zemp & Celander, 151 107th 
Ave., Treasure Island 

Griffith Adv., 1424 4th St. 

Alfred L. Lino & Assoc., 1327 9th St., 
South 

Newman, Lynde & Assoc., 1327 9th St., 
South 

Russell-Clarke, 2244 Central Ave. 

T. R. Morehead Adv., Florida National 
Bank Bldg. 

Stanley R. Nutting & Assoc., Industrial 
Bank Bldg. 

Scott M. Roberts, 513 Florida National 
Bank Bldg. 


Sarasota 
Charles W. Broun Assoc., Florida Thea- 
tre Bldg. 


Carey-Swain Adv., Carey-Swain Bldg. 
Robbins Agency, 1356 Main St. 


Tampa 

Louis Benito Adv., Tampa Theatre 
Bldg. 

Florence Champlin, 3641 Henderson 
Blvd. 

Frank Cowles, Jr., 414 Pierce St. 

Grant Adv., 3107 North Julia Circle 

Hilton & Gray, P. O. Box 10573 

Kobres Adv., 817 Bayshore Blvd. 

Phyllis Lacey Adv., 2308 N. Dale 
Mabry Hwy. 

Jack Lacey Adv., 308 Tampa St. 

Paul A. Lago Co., 3337 Henderson 
Blvd. 

R. E. McCarthy and Assoc., 206 Frank- 
lin St. 

Louis Benito Adv., Tampa Theatre 
Bldg. 

Henry Quednau, 404 13th St. 

Perry Silvey Adv., 5912 Branch Ave. 

Bill Simpson, Jr., Adv., 2306 Grey St. 

Taliaferro & Assoc., 50114 Franklin St. 

Al Yorkunas Adv., 31614 Franklin St. 


West Palm Beach 

Jerry DeJaco Adv., 706 Chase St. 

Chas. M. Higgins Adv., 120 South 
Olive Ave. 

Power Adv. Assoc., 507 North Olive 
Ave. 

Rachesky Adv., Comeau Bldg. 

Joseph Landers Adv., P. O. Box 888 


lief that television, with a determined 
program of service to the communities 
we serve and to the advertisers who 
help us serve them, will continue to be 
recognized as a driving force in the 
steady growth of this area.” 

St. Petersburg and Tampa are a part 
of the “fabulous bay area” on Florida’s 
west coast. The Tampa-St. Petersburg 
metropolitan area is estimated to have 
620,000 people and buying income of 
about $570 milion. 

Industrial growth has been phenome- 
nal throughout the area. Big concerns 
which have come in since 1956 in- 
clude General Electric, Minneapolis- 
Honeywell, Communicat- 
ions, Inc., Circuit Instruments, Crest 
Leather Co., Barclay Corset Co., Carou- 
sel Fashions, Babcock & Wilcox and 
Allstate Insurance Co. 

St. Petersburg, thinking of the future, 
has developed a number of “industrial 
parks” where sites up to 1,000 acres 
may be obtained by industrialists with- 
out the nuisance of dealing with dozens 
of individual landholders. First of these 
is city-owned Tyrone Industrial Park, 
near the Seaboard Airline in the west- 


Electronic 


ern part of the city. 

City fathers point with pride to the 
high degree of “residentism,” which 
they regard as a natural consequence 
of “tourism.” People who have visited 
Florida have, in a great many in- 
stances, made St. Petersburg their 
home. The attractions of 38 miles of 
beaches within the city, ample fresh 
and salt-water fishing and better health 
have made the area so popular that new 
industry has little trouble recruiting 
the types of skilled labor it needs for its 
enterprises. 

Tampa, also with an impressive 
record as a tourist center as well as an 















jndustrial city, has grown rapidly in 
the past 10 years both physically and 
in importance. The city has more than 
700 widely diversified manufacturing 
plants. Twenty more new industries 
selected Tampa and Hillsborough 
County as their headquarters during 
1957, representing an investment of $26 
million and an annual payroll of over 
$6 million. Tampa’s Industrial Park 
comprising 1,000 acres, has well over 
$50 million in construction in progress 
for new plants of the Joseph Schlitz 
Brewing Co., the Anheuser-Busch 
Brewing Co., the Globe-Union Co. and 
others. 

The city leads the state in citrus-juice 
processing. It is in the center of the 
leading poultry and dairying area and 
is a trading center for a vast farming 
area. The Tampa port, which has re- 
cently been deepened, is widely used 
by shippers. 

The two cities are served by three 
television stations: WSUN-TV, channel 


38, WFLA-TV, channel 8, and wTvT 
channel 13. 

WSUN-TV, on Municipal Pier, is 
owned by the City of St. Petersburg. 
It went on the air May 15, 1953, and 
telecasts with 257 kw power. It is an 
ABC-TV affiliate. 

Fred P. Shawn is general manager, 
with Earl W. Welde sales manager. 
Venard, Rintoul & McConnell repre- 
sents the station nationally. Executives 
claim “99-per-cent metropolitan area 
conversion” and 85-per-cent “primary 
area conversion,” as well as the fact 
that it is the pioneer station in the 
area. 

WFLA-TV, 905 Jackson St., Tampa, 
is owned by the Tampa Tribune Co. 
Had the 1948 freeze been delayed a 
matter of hours WFLA-TV would have 
been a pre-freeze station, but as it was, 
the application was set for hearing soon 
after the freeze was lifted and a cp was 
finally granted Aug. 6, 1954. The sta- 
tion began operation Jan. 26, 1955. 









GEORGIA MARKET DATA BY COUNTIES 


Effective Buying Income—, Total 

Ha Net Retail Auto- 
Dollars Per Per Sales Food motive Drugs 
Counties (000) ($000) Capita Family ($000) ($000) ($000) ) 
Appling . se 9,796 748 3,265 10,213 1,939 3,686 334 
Atkinson -....... 7.1 5,533 779 3,255 2,172 659 _ 89 
Bacon . 8.7 7,385 849 3,357 3,303 1,939 2,793 374 
Baker 5.1 3,366 660 3,060 643 251 — 21 
Baldwin 35.4 25,456 719 4,546 16,520 4,800 3,737 614 
Banks 5.8 3,908 674 2,791 466 344 _ oa 
Barrow 12.8 12,838 1,003 3,776 14,457 3,654 3,282 430 
Bartow ............ 27.5 29,207 1,062 4,172 19,015 5,755 3,818 692 
Ben Hill _........ 14.1 13,915 987 3,662 12,299 2,833 2,789 301 
Berrien 12.6 11,136 884 3,712 12,479 5,683 1,524 374 
aS 137.4 205,422 1,495 5,187 146,791 33,843 29,3351 5,282 
Bleckley 8.2 6,889 840 3,280 6,783 1,727 1,643 261 
Brantley 64 4,500 703 3,214 2,525 1,014 — 99 
Brooks 15.8 13,008 823 3,613 9,860 2,349 3,219 278 
SII, ntepsatinncind 6.1 5,350 877 3,821 3,880 1,149 984 54 
Bulloch .......... 22.5 19,878 883 3,550 17,186 3,766 2,940 618 
Burke 21.2 16,534 7380 3,062 9,176 2,345 2,046 212 
Butts 8.8 8,140 925 3,700 5,717 1,509 1,433 88 
Calhoun .......... 7.9 6,715 850 3,358 4,267 783 866 295 
Camden 8.6 9,586 1,115 3,994 3,965 926 677 152 
Candler 70 6,364 909 3,536 5,499 1,221 1,696 144 
Carroll 31.9 31,945 1,001 3,758 25,055 5,251 6,828 748 
Catoosa .......... 17.2 20,262 1,178 4,503 9,923 3,026 2,150 527 
Charlton 45 4,703 1,045 4,275 4,930 1,018 1,168 216 
Chatham .......... 174.1 261,094 1,500 5,099 193,509 45,825 37,629 6,236 
Chattahoochee .. 48.2 103,203 2,141 57,335 2,638 333 _ _ 
Chattooga ........ 21.8 25,765 1,182 4,771 14,502 3,046 3,885 459 
Cherokee -....... 20.6 20,463 993 3,935 20,190 5,315 2,716 386 
Clarke ........ 42.1 63,175 1,501 5,641 52,975 10,632 12,058 1,955 
lay 4.9 3,964 809 3,049 2,073 278 496 92 
Clayton 30.7 45,677 1,488 5,639 12,379 5,306 655 288 
Clineh 5.8 6,505 1,122 4,337 3,673 756 1,099 121 
Cobb 95.8 135,049 1,410 5,194 80,869 24,448 14,012 3,010 
Coffee -.... 26.5 23,708 895 3,887 16,020 3,075 4,655 885 
Colquitt 36.5 37,452 1,026 4,027 28,168 8,057 6,888 1,054 
Columbia 8.9 8,565 962 3,893 1,896 859 248 _— 
pata 1. , 867 3,437 8,622 1,867 1,094 386 
29.4 28,271 962 3,624 20,272 5,715 4,501 757 
5.2 4,438 853 3,698 2,227 838 233 38 
17.5 16,750 957 3,490 15,031 3,610 3,561 403 
8.7 7,250 833 4,265 2,984 857 781 57 
2.9 2,022 697 2,889 2,580 620 198 31 
28.7 28.862 1,006 3,748 17,698 4,495 4,043 624 
190.7 396,947 2,082 7,114 135,611 45,849 26,175 7,300 
15.4 13,169 855 3,466 9,380 2,961 2,763 172 
12.3 9,471 770 3,055 4,960 1,372 1,045 265 
58.2 83,313 1,431 5,175 69,877 17,215 13,608 2,313 
12.7 11,629 916 3,751 9,287 2,885 3,920 268 
16.2 13,515 834 3,379 7,191 1,535 1,502 262 
2.4 1,973 822 3,946 170 38 _ _— 
} 8.8 7,670 872 3,486 3,676 778 781 153 
16.8 16,933 1,008 3,938 13,679 3,650 3,658 595 
16.7 14,574 873 3,470 14,377 2,951 4,403 344 
5.8 4,332 747 3,094 7,849 1,242 2,938 204 





The figures in the above table are reprinted with permission of Sales M 





copyright owners, from the May 1958 Survey of Buying Power; further reproduction not licensed. 


(Continued on page 73) 
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WHERE 
THINGS 
HAPPEN 


FIRST 


WVWIDEOTAPE 





CHANNEL 8 HAS THE FIRST AND 
ONLY VIDEOTAPE RECORDER IN 
TAMPA-ST. PETERSBURG 
CHANNEL 8 HAS A REPUTATION 

FOR BEING FIRST IN SERVICE. 


NOW VIDEOTAPE PROVIDES MORE 
FLEXIBLE PROGRAMMING—SERVES 
THE ADVERTISER BETTER. 


FIRST WITH FULL POWER 
FIRST WITH COLOR 
FIRST WITH VIDEOTAPE 
FIRST CHOICE OF THE 


NATION'S TOP ADVERTISERS 
IN THE NATION'S 30th RETAIL 
SALES MARKET. 


See your BLAIR-TV man 


CHANNEL 


TAMPA-ST. PETERSBURG 
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WFLA-TV telecasts with authorized 
power of 316 kw from a 1,055-foot 
tower. It is an NBC-TV affiliate and is 
represented nationally by Blair Tv. 
John C. Council is president, George 
W. Harvey v.p. and general manager, 
and William B. Faber sales manager. 
The station has a fine record for local 
programs and at one time originated 
more NBC-TV network programs than 
any other station not owned and op- 
erated by the network. 

“Roger Babson stated in a copy- 
righted article that the metropolitan 
Tampa area was destined to be the most 
populous area in the state of Florida, 
even surpassing Miami,” a station ex- 
ecutive says. “The Greater Tampa 
Chamber of Commerce research figures 
indicate a 60-per-cent increase in popu- 
lation of this'area within 13 years; con- 
sequently we feel that we are in the 
forefront of the parade of progress. 
Television has already reflected the 
growth in Florida’s economy and more 
specifically the economy of our area, 
and there is no question that tv will 
expand in proportion in the future as 
our area grows. The cultural level of 
programming and the public-service re- 
sponsibility of all of the stations are far 
above the average for a market of this 
size. At least two of the stations main- 
tain news staffs on a par with metro- 
politan areas twice the size of Tampa, 
and remote coverage facilities fed to 
the network are greater than in most 
parts of the country.” 

wtvt, 3213 Grand Central Ave., is 
owned by the WKY Television system, 
a subsidiary of the Oklahoma Publish- 
ing Co. (The company also owns WSFA- 
tv Montgomery). Its present owners 
bought the station from Tampa Tele- 
vision Co., the successful applicants 
who had put wtvt on the air April 1, 
1955. 

Under WKY ownership the station 
has more than doubled in size and 
boasts one of the most up-to-date plants 
in the nation. It telecasts on 316 kw 
power. E. B. Dodson is v.p. and man- 
ager, Robert Olson is administrative as- 
sistant- and operations manager, and 
John Baberlan assistant manager and 
commercial manager. The station is 

represented nationally by the Katz 


Agency and is a CBS-TV primary af- 
filiate. 

“For the past four years even statis- 
ticians have had difficulty iv keeping 


current data on the phenomenal multi- 
million-dollar industrial expansion in 
the Tampa-St. Petersburg area served 
by wrtvt,” says Mr. Dodson. “This 
fabulous growth, coupled with expan- 
sion of the established diverse agricul- 
tural economy, commercial fishing, 
cigar manufacturing, great import-ex- 
port operations and an ever-increasing 
year-round multi-million-dollar __re- 
source—tourism—leads to but one con- 
clusion. The future can bring only a 
continuation of the extraordinary 
burgeoning of all phases of the economy 
in the fabulous Sun Coast market.” 
Mr. Dodson points to the growth of 
the many new plants in the area, adding 
that “television has taken and will con- 
tinue to take a leading part in the ex- 
pansion by encouraging all citizens to 
seek out new industries, helping estab- 
lish a climate of acceptance for all new- 


comers, and by keeping the entire 
populace informed as well as enter- 
tained . . . we will continue to supple- 
ment network schedules with our own 
programs of news, local cultural and 
educational presentations, weather and 
sports coverage and timely reports on 
civic progress and aspirations. The 
challenge to electronic journalism—un- 
biased and complete—is to keep our 
viewers fully informed that they may 
have the facts and make their own de- 
cisions on the varied problems of our 
complex society.” 

Albany, Ga., is the shopping center 
for the Turner Air Force Base, im- 
portant installation of the Tactical Air 
Command. In addition, the U. S. Ma- 
rine Corps Supply Center is located 
eight miles southeast of the city. Al- 
bany is the home of a number of in- 
dustries, including meat packing, wood 





Georgia Agencies Handling Television 


Atlanta 

Acme Adv., 1114 Mortgage Guarantee 
Bldg. 

Adams-Allison Co., 992 West Peach- 
tree, N.W. 

Adams, Burke Dowling, 992 West 
Peachtree, N.W. 

Advertising Center, 1401 Peachtree, 
N.W. 

BBDO, 805 Peachtree St., N.E. 

Bearden, Thompson, Frankel, Eastman- 
Scott, 22 Eighth St., N.W. 

Bennett & Co., Forsyth Bldg. 

Campbell-Ewald, Hurt Bldg. 

George I. Clark, 1401 Peachtree St., 
N.E. 

Crawford & Porter, 101 Marietta St. 

D’Arcy, 75 Eighth St., N.E. 

Day, Harris, Hargrett & Weinstein, 40 
16th St., N.W. 

Phillip Denton, 74 14th St., N.W. 

Donahue & Coe, Hurt Bldg. 

Sid H. Dunken, 3230 Peachtree Rd. 

Eastburn & Siegel, 623 Spring St., N.W. 

George & Glover, 302 Ponce de Leon 
Ave., N.E. 

Groves-Keen, Bona Allen Bldg. 

Harris & Weinstein, 40 16th St., N.W. 

Harvey-Massengale, Walton Bldg. 

Frank Hays, 1302 West Peachtree, 
N.W. 

Jacobs, Dillard, 1145 Peachtree St., 
N.E. 

Jones, Ulric, 281 North Ave., N.E. 

Kenyon & Eckhardt, 805 Peachtree St., 
N.E. 


Kirkland, White & Schell, 101 Marietta 
St. Bldg. 

Liller, Neal & Battle, Walton Bldg. 

Lowe & Stevens, 685 Peachtree, N.E. 

Robert E. Martin & Co., 1401 Peach- 
tree, N.E. 

Harvey Massengale Adv., Walton Bldg. 

McCann-Erickson, 836 West Peachtree, 
N.W. 

McRae & Bealer, 15 Peachtree Place, 
N.W. 

Bruce Moran, 59 Eighth St., N.E. 

Pairo Adv., 223 Peachtree St. 

Charles R. Rawson & Assoc., 
Whitehead Bldg. 

H. G. Sample Adv., Glenn Bldg. 

Scott-Liegman, Grand Theatre Bldg. 

Damon Swann, 1145 Peachtree, N.E. 

J. Walter Thompson, Palmer Bldg. 

Vanguard, 2123 Biltmore Drive. 

Tucker Wayne, 1175 Peachtree, N.E. 

Burton E. Wyatt, First National Bank 
Bldg. 


302 


Columbus 

Albert Murphy Adv., 1804 Wynnton 
Rd. 

Doug Pritchett Adv., 11041% Broad- 
way 


Updegraff-Zuckerman, Martin Bldg. 


Savannah 

George and Glover Adv., Morel Bldg. 

Pidcock and Co., 37 East Broad St. 

Southeastern Adv., 444 Whitaker St. 

Whitson, Murry & Assoc., 35th and 
Abercorn Sis. 
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TAMPA-ST. PETERSBURG | 


..- market on the move! 


Tampa-St. Petersburg is now one of the nation’s 
top markets — 30th in retail sales, 29th in drug 
sales, 27th in automotive sales! And you dominate 
this growing, industrialized market with WT VT — 
first in total share of audience, 10 of the 15 top-rated 
shows, and first in news, sports, and local programs! 


(Data from Sales Management and June ARB) 
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CHANNEL 13 


Station on the move 


WIVT 


TAMPA-ST. PETERSBURG 


See your Katz man 
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WALB-TV 
DOMINATES 





South Georgia’s only 
metropolitan market 





Pulse 22-County Area* Shows 

WALB-TV 

57.6 Share of Audience 

Highest Nighttime rating — 44.8 
Highest Daytime rating — 27.4 


*Extending to within 20 miles of the 
Florida State Line 











WALB-TV covers an area of 
1% million population. 
WALB-TV covers an area of 
82,511 tv homes. 


WALB-TV covers an area with 
52 newspapers. 


WALB-TV covers an area of 
21 radio stations. 


WALB-TV covers the Turner 
Air Force Base. 


WALB-TV covers America’s 
largest Marine Corps Supply 
Center. 


a WALB-TV 


Albany, Georgia 
Raymond F. -Carow, General Mer. 


Telecast Division of the Albany Herald 
South Georgia's largest metropolitan daily 


Represented by Venard, Rintoul & 
McConnell, Inc. 


James S. Ayers, Southeast 








products, cotton thread finishing, nylon 
hosiery manufacture and others. The 
population of the potential metropoli- 
tan area of Albany is 58,200, and the 
buying income is $83 million. 

Television station is WALB-TV, chan- 
nel 10, located on Stuart Ave. at Green- 
wood drive. The station is owned by 
the Herald Publishing Co., with James 
H. Gray as president (79.4%). Ray- 
mond E. Carow is general manager, and 
Jack Sholar sales manager. Venard, 
Rintoul & McConnell is the national 
representative. 

WALB-TV went on the air April 7, 
1954, and telecasts with 112 kw power. 
It programs NBC-TV and ABC-TV pro- 
grams. 

Atlanta, capital city of Georgia, is a 
commercial, industrial and financial 
center for the southeast. It has 13 main 
lines of seven railroads and a complex 
system of highways, as well as 16 major 
air routes. lt is a principal merchan- 
dise center ; most of the Federal depart- 
ments and agencies have offices here, as 
well as branches of most major insur- 
ance companies. The city claims 1,650 
factories turning out 3,300 different 
commodities. Population of the Atlanta 
metropolitan area is 866,200, and esti- 
mated buying income is more than 
$114 billion. Retail sales are estimated 
at $1,233 million and bank clearings at 
more than $20 billions. 

The city is served by three tv sta- 
tions: WAGA-TV, channel 5; WLW-A, 
channel 11, and wss-Tv, channel 2. 

waca-Tv, 1018 W. Peachtree St., N. 
W., is owned by Storer Broadcasting 
Co. The station went on the air March 
8, 1949, and telecasts with 100 kw 
power from a 1,100-foot tower. It is a 
CBS-TV affiliate. George B. Storer Sr. is 
president, J. Robert Kerns v.p. and man- 
aging director, Wm. J. Flynn national 
sales manager, and Ken Wilson local 
sales manager. The station is repre- 
sented nationally by the Katz Agency. 

WLw-a, 1611 West Peachtree, N. E.. 
is owned by Crosley Broadcasting Corp. 
It went on the air Sept. 30, 1951, with 
the call-letters WLTV, operating on 
channel 8. When the station was bought 
by the Crosley interests on March 2, 
1953, the call-letter change was made, 
and in November 1953 the channel was 
changed to 11. The station is an ABC- 
TV affiliate. wLw-a is building a new 
1,049-foot tower which is expected to 
be in operation by October. It telecasts 








on 316 kw power. Robert E. Dunfille 
is president, and Harry LeBrun v.p. and 
general manager. J. P. Dwyer is v.p. 
and comptroller, and James H. Burgess 
sales manager. The station is repre- 
sented nationally by Bomar Lowrance 
& Assoc. and Crosley. 

“The city of Atlanta is growing at 
the rate of about 27,000 in population 
per year,” says Mr. LeBrun. “Plans are 
now under way to include a fifth coun- 
ty, Gwinnett, in the standard metro- 
politan Atlanta area, which will mean 
that the area population will reach the 
million mark before the 1960 census. 
In this growing market, WLW-A is grow- 
ing fast. The station is constructing a 
new tower, equipped with a traveling- 
wave antenna, that is expected to be in 
operation by October 1958. This new 
tower and antenna should make WLW-A 
the most powerful tv station in the 
southeast’s most progressive and fastest- 
growing business area. WLW-A expects 
to keep pace with the growth of Atlanta 
by providing televiewers with the best 
programs from the city’s most power- 
ful station.” 

wsB-Tv, 10 Forsyth St., N. W., is 
owned by the Atlanta Newspapers, Inc., 
publishers of the Atlanta Constitution 
and the Atlanta Journal. J. Leonard 
Reinsch is executive director of the Cox 
stations, Marcus Bartlett is general 
manager, and Don Elliot Heald sales 
manager. WSB-TV went on the air Sept. 
29, 1948, on channel 8. With the merg- 
er of the Atlanta Journal Co., owner 
of the station, with the Aélania Con- 
stitution, in 1951, the outlet shifted to 
channel 2 and a 1,059-foot tower. It 
telecasts with 100 kw power and is rep- 
resented nationally by the Edward 
Petry Co. 

“As the first television station in this 
southeastern area,” says Mr. Bartlett, 
“wss-Tv, which celebrates its 10th an- 
niversary in September, got in on the 
ground floor of one of the most phe- 
nomenal economic and industrial de- 
velopments this country has ever seen. 
The decade since we first went on the 
air has changed Georgia from an agri- 
cultural state to one of balanced agri- 
culture and industry, has brought a 
swift and steady rise in per-capita in- 
come, industrial expansion and popu- 
lation growth. America’s industrial 
giants, paced by the automative indus- 
try and Lockheed Aircraft, are moving 
into this section at an ever-increasing 

































































































GEORGIA MARKET DATA BY COUNTIES (Continued from page 69) ey | E CE 
a ~ amet Buying Income—, ete! | 
= laton Dollars Per ptt, Sales, «(Feed motive Drugs Fun-loving pirates in- 
oo _ . eae sees $000 $900) | vade Tampa annually 
Fannin .. 14.4 14,168 984 4,048 8,012 1,997 2,072 151 : ; 
Fayette 7.7 7,646 993 4,024 4,124 1,048 746 210 | aboard the pirate ship 
Floyd 69.9 on,eni 1,348 5,019 44,528 11,821 8,588 1,257 
Forsyth .. 10.7 699 0,323 2,432 1,184 229 ; 
Franklin. 12.8 10,007 2s 3238 9,015 1,705 1,998 229 | Jose Gasparilla for a 
Fulton - $49.0 1,009 9 « 004,539 86,631 189,968 31,954 ar 
Ciimer 9.3 6,291 "676 2,860 "5,901 1,225 1884 "106 full week of festivities. 
Giese: cana 1,766 631 2,943 365 26 = =a 
in— - 40.3 55,469 1,376 4,997 42,020 10,797 11,343 1,628 
Gordon . 18.1 15,634 864 3,326 14,800 3,535 4,280 609 
Grady .... 18.0 15,961 887 3,470 12,909 3,774 3,249 176 
Gecene 11.7 9,532 815 3,287 6,302 1,248 2,016 258 
Gwinnett ... 32.7 34,200 1,046 4,024 30,961 5,713 8,877 734 
Habersham 16.8 16,357 ; 906 2,943 16,648 2,789 3,338 557 
Hall .. 45.2 52,752 16 ® 12,108 17,627 1,514 “1. * 
Senendh 9.2 3,725 "622 2,726 4,391 1,253 11354 os The Jose Gasparilla is not the only 
Haralson 14.6 14,978 1,026 008 10,325 2,399 2.150 345 bi ‘i; ato T “ 
Harris - 10.7 098 850 298 1 
a... 12.9 11,228 870 3,509 9675 27262 1,793 550 snip satiing into !ampa harbor each 
Heard - 6.0 4,465 744 2, 1 610 _ 40 . 
a. 15.7 12,588 802 3,313 6,931 1,951 1,277 475 year... and the 2200 others (which 
Houston . 28.9 id — —_ ~— yd «008 -— \ - 
Irwin ....----- - 105 . + 
the “ a7is 15,906 919 —- 3,699 “sp 0 dastisédas 207 | make Tampa's port 4th largest in 
e878 65 5,684 874 3,583 a3 14 : 672 645 189 dloadi d A fo. £ 
jel Davis. 9A 1,878 8063 A458 (2,526 30 | carloadings) do not come for fun 
Jefferson ......---- 16.9 13,604 805 3,239 10,521 2,306 2,075 438 9g 3° ’ 
lies 7,666 423,333 564s (1,80 on 243 | frolic and pieces of eight. They do 
Johnson 6,442 167 1,998 #208 1,137 1,189 139 f hich 
5,720 880 3, 601 566 _ 62 
oe ase aieea = m4 aa 262 | come tor cargo which amounts to 
4,036 824 3, 3,213 816 1,453 79 
26,256 861 3,410 23,038 5,373 6, 222 720 more than 12,855,000 tons of annual 
Eves 3,996 701 2,854 921 336 _ 66 
6,520 724 2,964 8,123 2,456 2,309 193 shippin 
4,711 857 3,624 2,777 690 722 37 pping. 
2,991 808 3,323 2,272 445 292 112 
56,022 1,157 4,276 44,928 8,495 12,549 1,369 
450 9 4,300 726 1,447 21 
12,091 1,025 4,030 8,363 1,726 1,832 267 
5,418 8 3,386 3,289 957 1059 42 
10,172 807 3,281 6,959 1,926 1,680 223 
8,930 835 3,435 2,837 1,039 112 | 
4,111 653 2,936 2,367 586 728 a2 | 
19,374 964 3,799 11,235 3,315 2,111 446 CO 
6,824 842 3,412 4,124 1,353 212 | 
18,784 874 3,612 13,894 3,666 2,676 379 
10,825 1,093 4,330 8,402 1,889 1,950 9 | 
Montgomery 69 5, 725 3,128 1,849 47 } 
Morgan 10.0 8,184 818 3,274 5 1,502 1,060 244 
Murray . 105 8,911 849 3,564 4,267 +312 931 178 CO 
Muscogee .......- 155.1 263,122 1,696 6,356 157,166 35,834 33,141 5,070 | 
Newton ........... 20.0 22,869 1,143 4,574 16,230 4,630 4,283 436 | 
—9 —..... ‘a 5,290 790 3,306 1,274 631 163 — 
Oglethorpe ...... 8.4 6,769 806 3,223 1,710 260 531 71 
Paulding | ........ 10.6 8,503 802 3,149 4,162 1,211 1,236 172 
Peach 11.8 13,360 1,132 4,453 10,844 2,813 3,541 370 
Pickens - . 2 7,454 898 3,550 9,632 1,636 2,103 194 
Pierce 10.0 8,022 802 3,343 6,839 1,282 1,351 228 | 
Pike 7.5 6,139 819 3,411 2,076 810 az | 
Polk 32.1 33,465 1,043 4,081 21,803 5,919 5,854 924 CO 
Pulaski 7.7 7,288 3,644 6,956 +582 1,766 262 | 
Putnam 6.7 6,158 919 3,849 6,244 1,309 751 202 
Quitman 2.9 2,051 707 2,930 3 84 _ = | 
I cscs 7.1 5,862 826 3,448 4,797 ,012 1,598 196 
Randolph ........ 11.6 10,278 3,671 7,034 2,074 1,712 443 
Richmond ........ 166.6 256,396 1,539 5,762 164,994 41,150 35,539 4,384 | 
Rockdale ....... 8.9 8,746 983 3,975 5,794 2,20: 099 169 
Sehley ... 3.2 2,562 801 3,203 1,862 525 r 
Sereven .... 16.4 11,285 688 2,752 8,776 2,293 1,712 204 | TAMPA-ST. PETERSBURG IS 
Seminole 7.6 6,862 903 3,612 5,458 1,201 1,745 134 , 
Spelding ..... S23 46006 1,378 5,056 33,187 9,040 6,750 1,024 AMERICA'S 30TH RETAIL SALES MARKET 
Stephens .......... 18.7 21,503 1,150 4,388 14,862 3,806 — 401 
Stewart ......... 8.2 6,247 762 2,975 4,874 1,858 vw 171 
Sumter ....... ~ 23.0 23,785 1,034 3,836 19,883 5,589 3,942 793. | TO CAPTURE THIS RICH, SPENDING 
Talbot ... 7.1 5,295 746 2,942 :387 493 743 4 
Taliaferro 3.8 2,866 754 3,184 1,174 315 pa 33 | SALES MARKET YOU NEED A PIECE OF 
Tattnall 14.3 10,563 739 3,107 9,803 2,055 3,431 23 
Tayler 8.1 6,439 795 3,066 4,885 763 1,430 126 | EIGHT—CHANNEL 8—WFLA-TV 
i —..... a> 9,964 906 3,832 8,169 2,416 1,755 261 | 
Terrell .......... _ 122 10,573 867 3,646 11,128 3,162 3,301 417 | CHANNEL 8 DELIVERS THE ADULT 
| 
34.4 36,705 1,067 3,990 32,603 8,169 7,206 1,571 | 
25.7 26,997 1,050 4,090 19,311 5,287 3,941 612 | BUYING AUDIENCE—THE AUDIENCE 
17.2 15,912 925 3,789 15,770 3,665 4,482 540 | 
4.0 2,856 714 2,856 1,647 "201 478 37 | WITH THE DOLLARS TO SPEND 
5.6 4,402 786 3,144 ly 683 236 79 || 
52.8 70,023 1,326 4,897 48,039 11,754 11,942 1,410 
10.3 9,452 918 3,781 6,955 1,529 1,430 189 FOR YOUR UP-COMING SCHEDULE 
7.3 5,708 782 3,358 822 189 154 so (| 
Union ... 7.1 4,826 680 2,839 2,948 289 867 126 | GET A PIECE OF EIGHT 
Upson ... 26.5 31,345 1,183 4,478 18,638 6,243 3,963 641 | 
Walker . 43.3 56,925 1,315 4,824 24,985 6,891 4,168 1,146 | 
Walton . 19.2 17,909 933 3,655 14,259 4,775 3,307 381 
Ware 34.1 42,863 1,257 4,763 35,819 7,629 8,226 1,364 See your BLAIR-TV man 
Warren... 8.1 6,467 798 3,234 4,221 1,040 1,658 205 | 
Washington — an 14,030 763 3,050 10,021 2,936 977 26s | 
Wayne ........ 14.2 12,956 912 3,702 17,939 4,508 4,672 744 
Webster 4.1 2,504 611 3,130 A149 113 _— 49 
Wheeler 5.8 4,480 772 3,200 1,123 474 _ 21 CHANNEL 
White ....... 5.7 3,848 675 2,749 2,541 146 7179 17 | 
Whitfield 39.2 47,493 1,212 4,611 37,670 9,158 7,994 1,169 | 
Wileox 8.3 6,698 807 3,190 2,194 703 312 s4 Ci 
Wilkes ... 10.9 9,389 861 3,477 7,925 1,951 1,895 276 | 
Wilkinson 8.6 8,492 987 3,860 2,521 932 Bat 163 
jorth . 17.6 14,310 813 3,407 6,685 2,002 1,251 231 | 
fo E 
The figures in the above table are reprinted with permission of Sales M «M ine, the copyright 
owners, from the May 1958 Survey of Buying Power; further reproduction not licensed. T A M P A bad Ss a . P E T E R Ss B U R G 
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THINGS ARE HUMMING IN FLORIDA 
. .. AND PEOPLE ARE SPENDING! 


IN 1957, THE U. S. DEPT. OF COM- 
MERCE RATED TAMPA-ST. PETERS- 
BURG !0th IN THE NATION IN RETAIL 
SALES PER CAPITA! 


SALES MANAGEMENT'S 1958 SURVEY 
OF BUYING POWER RATES THE MAR- 
KET 30th NATIONALLY IN RETAIL 
SALES! 


RETAIL SALES ARE NEARING THE 
BILLION DOLLAR MARK! 
ARE YOU GETTING YOUR SHARE? 








YOU REACH THE ADULT BUYING 
AUDIENCE WITH CHANNEL 8 
CHOICE OF THE NATION'S TOP 
ADVERTISERS IN THE RICH TAMPA- 
ST. PETERSBURG MARKET. 


See your BLAIR-TV man 


CHANNEL 






TAMPA-ST. PETERSBURG| 
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rate. Diversified industry, along with 
balanced agriculture and constantly 
growing tourist business, makes the 
future of Georgia—and of television in 
this area—look extremely rosy. There 
is nothing in sight to stem the tide. 
WSB-TV’s coverage area—all of north 
and middle Georgia, plus important 
counties in Alabama, Tennessee and the 
Carolinas—includes the core of the 
fastest-growing region.” 

Augusta, center of a vast agricultural 
area in both Georgia and South Caro- 
lina, is also developing a flourishing 
industrial and manufacturing business. 


The du Pont H-Bomb plant is near the | 


city. Augusta has the advantages of 
ideal transportation facilities and is near 
Clark Hill reservoir power develop- 
ment, which is also a well-used resort 
area. Augusta’s metropolitan area has 
a population of 265,600, while the ef- 


fective buying income is estimated at | 


$361 million. 

Augusta has two television stations: 
wJBF, channel 6, and WRDW-TV, chan- 
nel 12. 

WJBF is located at Tv Park and is 
owned by the Georgia-Carolina Broad- 


casting Co., a property of J. B. Fuqua. | 


The station began commercial opera- 


tion Nov. 23, 1953, and soon went to | 


maximum power of 100 kw. In August 
1956 the transmitter plant, studios and 
offices were destroyed by fire, but the 
station was back on the air with regular 
programs in 38 hours. In the summer 
of 1957 the station built a 1,292-foot 
tower and moved into a new $300,000 
building. wJBF is an NBC-TV affiliate 
and carries some ABC-TV programs. 
Mr. Fuqua is president and general 
manager, and Thomas J. Hennessy is 
commercial manager. The station is 
represented nationally by George P. 
Hollingbery. 

“Our section is rapidly becoming in- 
dustrialized,” says Mr. Fuqua. “There 
is a heavy movement of population 
from the marginal farms to the urban 
areas. These factors have brought vast 
improvement in the economy of the 
whole southeast, and this continuing 
development provides a very encourag- 
ing future for all types of business in 
our section of the country. Television, 
as an advertising medium, is probably 
comparatively more effective in the 
south than in other areas. There is less 
magazine and newspaper circulation 
and readership here than in other areas, 


GEORGIA’S 
SECOND 





~ MARKET 


According to 


| NCS 3 


WJ BF, Augusta serves 220,130 
homes. 


WJBF, with its 1292 foot tower 
and maximum power on low band 
Channel 6 serves more tv homes 
than the leading station in the fol- 
lowing markets: 


Orlando, Florida 
Columbia, South Carolina 
Montgomery, Alabama 
Charleston, South Carolina 


Hollingbery can give you all the details. 
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and as a result the acceptance and ef- 
fectiveness of tv is terrific.” 

wrpw-Tv, 1301 Georgia Ave., is 
owned by Radio Augusta, Inc., which 
in turn is a property of Southeastern 
Newspapers, Inc., publishers of the 
Augusta Chronicle-Herald. The station 
went on the air Feb. 14, 1954, and tele- 
casts with 102 kw visual and 51.5 kw 
aural power. It is a CBS-TV affiliate and 
carries some ABC-TV programs. James 
W. Hicks is general manager, Pat H. 
Rice Jr. is v.p., and Lou Stratton is 
manager. The station is represented 
nationally by the Branham Co. 

“Almost coincident with the sign-on 
of wWRDW-TV,” says Mr. Hicks, “the 
initial operations of the Savannah River 
plant of E. I. du Pont, better known as 
the H-Bomb plant, changed the entire 
marketing concept of the area. In 1950 
Augusta was the 12lst metropolitan 
market in the country and in eight short 
years has advanced 34 positions to the 
88th market. The vast Clark Hill water 
project has added to the industrial and 
cultural development of the area. 
wrDW-Tv has become a vital part of 
the community.” 

Columbus is the trading center for 
an estimated 22 west Georgia and east 
Alabama counties. Its industrial growth 
has been steady, along with that of the 
south. Agriculture is an important 
source of revenue for the area. Fort 
Benning, located about 10 miles from 
Columbus, adds a sizable amount to 
the money which is spent in the city. 
Population of the metropolitan area is 
247,300, while buying income is $410 
million. 

Columbus has two television stations: 
WRBL-TV, channel 4, and wtvM, chan- 
nel 28. 

WRBL-TV, located at 1350 13th Ave., 
is the property of Columbus Broadcast- 
ing Co., which is owned by the R. W. 
Page Corp., publishers of the Columbus 
Enquirer and Ledger (51%), J. W. 
Woodruff (19%) and J. W. Woodruff 
Jr. (30%). The station went on the air 
Nov. 8, 1953, just 11 weeks after its cp 
was granted, and telecasts with 100 kw 
power. It is a CBS-TV affiliate and 
carries some ABC-TV programs. 

J. W. Woodruff Jr. is president and 
general manager, Ridley Bell is station 
manager, George “Red” Jenkins direc- 
tor of national sales and merchandis- 
ing, and Robert Walton program direc- 
tor and local sales manager. The sta- 





tion is represented by George P. Hol- 
lingbery Co. 

“We have great confidence in the 
future of the Chattahoochee Valley 
area,” says Mr. Woodruff. “Already 
it has expanded in terms of population, 
industry, schools and cultural activities. 
With the soon-to-be-realized usé of 
the Chattahoochee-Flint-Apalachicola 
rivers for navigation to the Gulf of 
Mexico, the area will experience even 
greater development. In these changing 
times television will perform vital serv- 
ices to the economic and social needs 


of the people. It will be an integral part 
of our expansion.” 

wTvM, 1307 First Ave., went on the 
air Oct. 6, 1953, as wpaK-tTv. At that 
time the station was jointly owned by 
Martin Theatres of Georgia and Radio 
Columbus, owned by Allen M. Woodall. 
In March of 1957 Mr. Woodall sold 
his interest to Martin Theatres, and the 
call letters were changed to wrvM. The 
station telecasts with 204 kw power. It 
is an NBC-TV affiliate and carries some 
ABC-TV programs as well. Guy Tiller 


is general manager, Frank Ragsdale 
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HIGH VALUE MARKET! 
COLUMBUS, GEORGIA 
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IN THE TOP 50 OF ALL 362 METRO 
AREAS IN THE PERCENTAGE OF 
GROWTH IN POPULATION, RETAIL 
| SALES AND EFF. BUYING INCOME! 





FAMILIES 


GAS STATIONS 














47 COUNTY — NCS #3 COVERAGE 


iia 1,095,200 
Je 268,300 
..$ 736,664,000 


POPULATION ......--- 


eeeeeeeereee 


RETAIL SALES .......- 
EFF. BUYING wiry . . .$1,256,409,000 
FOOD STORE SALES .. 
AUTOMOTIVE DEALERS ..$ 155,451,000 
| GEN. MERCHANDISE .. 


.-$ 201,960,000 


..$ 86,418,000 
..$ 72,523,000 
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25°, or MORE 
WEEKLY 
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38 


COUNTIES 


WITH 67%, 
TV OWNERSHIP 






CALL GEO. P. HOLLINGBERRY COMPANY 
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LEADING 
THE WAY 


. » . » IN NUMBER OF SETS 
.... IN VIEWING 
. « . « IN SELLING 


THE RICH, PROSPEROUS 
WMAZ-LAND 


AN INCREASE OF 


35.1* 


TELEVISION SETS 
| DURING THE LAST 
TWO YEARS 


NEILSEN, 1958 


ONLY CHANNEL 13 


CAN EFFECTIVELY 
REACH THE RICH 
MACON METROPOLITAN 
MARKET 


PULSE, MAY 1958 


150 Macon 


RETAIL OUTLETS 


PICKED CHANNEL {3 
IN RECENT MONTHS TO 
KEEP RETAIL SALES 
ABOVE NATIONAL AVERAGE 


LET YOUR AVERY-KNODEL 


MAN GIVE YOU 
THE FULL STORY! 


WMAZ-TV 
CHANNEL I3 


MACON,GA, 
CBS ABC NBC 
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station manager, and Young Television 
Corp. is representative. 


“Since the introduction of television 
to this area,” says Mr. Tiller, “We have 
been working and will continue to work 
toward the future. After the novelty of 
the medium vanished, television has 
proved a sound business enterprise. To 
the viewer it has become an accepted 
member of the family. To the business- 
man it has proven a powerful and 
tangible salesman. As to the future, our 
goal is to keep and build on this healthy 
dual relationship.” 


Macon has enjoyed increasing pros- 
perity in recent years due to new in- 
dustry and to the payrolls of the 
important government centers—the 
Warner Robins Air Materiel Area and 
the Robins Air Force Base. The Macon 
metropolitan area has 166,300 popula- 
tion with an estimated $242 million in 
buying income. 

Television station in Macon is WMAz- 
Tv, channel 13, located in the Bankers 
Insurance Building. It is owned by the 
Southeastern Broadcasting Co., with 
George P. Rankin Jr. president and 
chief engineer (71.4%) ; Wallace Mil- 
ler, v.p. (3%); Wilton E. Cobb sec.- 
treas. and general manager (22.6%), 
and Mary S. Miller (3%). wMaz-tv 
went on the air Sept. 27, 1953, and 
telecasts with 250 kw power. It is rep- 
resented nationally by Avery-Knodel. 
The station is a CBS-TV affiliate with 
some ABC-TV and NBC-TV programs. 

“The future of middle Georgia has 
never looked brighter, as additional! in- 
dustries begin to move southward to 
better locations,” says Mr. Cobb. “Dur- 
ing the last few months, six new in- 
dustries have opened plants in the area 
served by wMaz-TV. And there are many 
more to come. With this added indus- 
trial development in our area, the future 
seems brighter and brighter. Add to this 
bright picture of industrial develop- 
ment a balanced agricultural program 
and a healthy retail business, and the 
future takes on an even rosier lock. 
In middle Georgia television has al- 
ready carved a very special niche which 
should get even stronger. For the best 
in entertainment and the very latest in 
news (a WMAzZ trademark through the 
years) middle Georgians are dependent 
on television. Our medium, because it 
combines the magic of pictures with 
the information of voice, has only 




































scratched the surface here in this area 
and will continue to grow with the 
market. It is not too much to expect 
that, by 1980, there will be more than 
one-quarter of a million homes in mid- 
dle Georgia with retail sales far in ex- 
cess of two billion dollars.” 

Savannah has made a fine record for 
attracting new industries during the past 
few years. Its metropolitan popu- 
lation is 174,100, and its estimated ef- 
fective buying income $261 million. 

Savannah has two television stations: 
WSAV-TV, channel 3, and wrToc-Tv, 
channel 11. 

wsav-Tv, in the Liberty National 
Bank Bldg., is owned by WSAV, Inc., 
with Harben Daniel president and gen- 
eral manager (42.11%), Catherine M. 
Daniel v.p. (10.66% ), and other stock- 
holders. The station went on the air 
Feb. 1, 1956, and has operating power 
of 100 kw. It is represented nationally 
by Blair Tv, is an NBC-TV affiliate and 
carries some ABC-TV programs. 

Mr. Daniel is enthusiastic about the 
possibilities of the Savannah area. 
“Paralleling the industrial surge of the 
southeast generally, the Savannah mar- 
ket has had a phenomenal growth dur- 
ing the past 10 years,” says Mr. Daniel. 
“In the future, tv is bound to play an 
even more important role in this growth 
as it extends its service to a steadily 
increasing population and provides the 
stimulus for the expansion of trade and 
business activity generally in the 
Savannah market.” 

wToc-Tv, 516 Abercorn St., is owned 
by Savannah Broadcasting Co. with 
William T. Knight, president, treas., 
and general manager (51%). Ben Wil- 
liams is executive v.p. and commercial 
manager. WTOC-TV went on the air Feb. 
14, 1954. It telecasts on power of 209 
kw. A CBS.-TV affiliate, it also carries 
some ABC-TV programs. Avery-Knodel 
represents the station. 

Mr. Knight believes strongly in the 
future of the area. “The continued in- 
dustrial growth of the Savannah area 
makes the use of tv more attrac- 
tive and important to more national, 
regional and local advertisers,” he says. 
“Programming alerted to this fast-ex- 
panding audience must be provided as 
an integral part of the economic, social 
and cultural force inherent in such 
growth. wToc-Tv pledges its efforts to 
keep pace.” 
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WOWLTV 


20,900 Video 11,700 Audio Channel 15 
Serving the fast-growing Multiple Market 


Florence—Sheffield— 
Tuscumbia—Muscle Shoals 


Continuous Built-up Area with over 
75000 Population 
NEWS SPORTS MUSIC ENTERTAINMENT 
Aggressive, Promotion-minded Service 
EXTRA “Satellite Services” 


©1%8 Terevision Muscie SHoALs, Inc. 
Dick Biddle, President 


PO BOX 600, Florence, Alabama 
Telephone: AT 2-7711 TWX FL77 


Nationally Represented by FORJOE-TV 
















Bill Mapes.National Sales Manager 


NewYork Chicago Los Angeles SanFrancisco Atlanta 
SOUTHEASTERN TELEVISION NETWORK,Florence, Alabama 






























Primary rw 
MARKET DATA Grades AandB Area an 
Audience Population 157,800 158, 100 315,900 
Households 41,850 40 , 800 82,650 
With Television 1988 28,000 23,700 51,700 
+ 
Automotive Vehicles Registered 59, 200 56,700 115,900 
Expendable Income, $000 185,000 144,600 329,600 
Market TOTAL RETAIL SALES 117,300 98,700 216,000 
Food Store Sales 28,900 24,100 53,000 
Restaurants, Drinking Places 3,820 3,350 7,150 
Drug Stores 3,670 2,750 6,420 
General Merchandise Stores 13,370 9,050 22,420 
Apparel Stores 6,730 6,930 13,660 
Home Furnishings Stores 5,760 4,610 10,370 
Automotive Sales Outlets 28,350 22,400 50,750 
G Service Stat 6,780 9,110 15,890 
Hardware & Building Supplies 10,100 7,850 17,950 
TOTAL SERVICE RECEIPTS 8,320 5,850 14,080 
Personal Service Shops 3,640 2,910 6,550 
Garage Services 740 760 1,500 
TOTAL WHOLESALE SALES 68, 400 68, 100 136,500 
Merchant Wholesalers 34,800 40, 200 75,000 
All Other Types 33,600 27,900 61,500 
Farm Total Audience-FarmType COMMERCIAL RURAL-HOME TOTAL 
Number Operated 16,180 11,680 27,860 
Population Living on Farms 84,000 47,500 131,500 
Occupied Dwellings 15, 760 11,680 27,440 
Salesof FarmProducts $000 47,700 4,800 52,500 
Farm Supplies Purchased $000 11,900 2,350 14,250 
Gross Income perFarm $ 3,550 710 - 
—Inciudes Value Products C 6, Government Pay 
* Sales by Store Classes in Thousands of Dollars, $000 





SOURCES: Latest Census tabulations, 1950 and 1955 with sampled data, Sales 
Tax Reports from Federal and State sources ; projected to 1858 and coordinated 
by DATAMAPS, WALTER P. BURN, Middlebury, Vermont 
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Announcement 











WMBR-TV, Channel 4, 
Jacksonville, Florida, 
will change its 


call tetters to 


Channel 4, 
effective 


Sept. 14, 1958 


An Affiliate of the CBS Television Network Represented by CBS Television Spot Sales 


Operated by The Washington Post Broadcast Division 
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TELEVISION AGE 


hat makes a test market? Why is 

one area chosen over hundreds 
of others for a new product's initial 
spot campaign ? 

According to William Schmick, new- 
products manager at Colgate-Palmolive 
Co., currently working with the test 
schedules for C-P’s liquid detergent 
Genie, there is no one answer to the 
questions above. 

“We settled on San Francisco in 
which to introduce Genie after long 
weeks of discussion,” he says. “The 
matters of rates and coverage are easy 
ones to resolve, but there are many easy 
tangibles we had to consider. 

“First, we wanted an area where the 
major competition——Lestoil—was not 
marketed. Admittedly, Lestoil is not in 
950 per cent of the country, but its dis- 
tribution pattern still eliminated a num- 
ber of possible markets. 

“Then, for various reasons, we 
wanted to use a good-sized market with 
several stations. Colgate-Palmolive can 
usually buy good time in any area with 
little difficulty, but using a group of 
stations lets us place spots near top 
programs, at different times of day, and 
test different segments of the market.” 

Such a thing as the mineral content 
of each market’s water supply narrowed 
the list of prospective test areas further. 
Mr. Schmick notes. “We needed a city 
where the water was neither hard nor 






a review of 
current activity 
in national 
spot tv 


soft. Los hard ; 
Seattle’s is soft, and so on. San Fran- 
cisco eventually seemed the place.” 
Although just two commercials be- 
gan running for Genie, new films will be 
tested regularly. “We're using 62 spots 
per week in the market,” Mr. Schmick 
says, “and must bring in new announce- 


Angeles water is 


ments in order to avoid dull repetition. 
At the end of the first two weeks, we 
add a third film. After a month, a 
fourth starts running, and a fifth fol- 
lows several weeks later.” 

The company believes it takes several 
months for any really measurable re- 
sults to appear in sales figures. “We 
won't even begin our surveys until the 
campaign has had a good chance,” says 





Scanlan 


Elenore is currently _plac- 
ing schedules for Colgate-Palmolive’s 
Florient air deodorant at Street & 


Finney, Ine. 
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REPORT 


Mr. Schmick. “There’s no point in 
spending survey money and time too 
soon, when perhaps only one out of 10 
people have even heard of the product.” 

Once the surveys begin, Colgate’s re- 
searchers determine how many persons 
are aware of Genie, how many have 
bought it, how many like or dislike it 
and, importantly, how many bought it 
a second or third time. Says Mr. 
Schmick, “We do a great number of 
market studies, interviews, store audits, 
etc., connected with the sale of the prod- 
uct and reactions to it. Such things as 
effectiveness of different commercials 
and the public’s attitude toward the 
films are not studied directly, but show 
up incidentally in our other tabula- 
tions.” 

As to how long the test must continue 
before the company makes major ex- 
pansion decisions, he says, “We figure 
six months is a minimum period for 
effective testing. A full year is more de- 
sirable. Of course, factors such as set- 
ting up distribution or the moves made 
by competition can lengthen or shorten 
a test.” 

Mr. Schmick agrees that the rapid 
strides of Lestoil into additional mar- 
kets might cause Colgate-Palmolive to 
get Genie into full distribution more 
quickly than is customary with a new 
product. “Naturally, we're watching 
the competition closely,” he says. 
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AMERICAN OIL CO. 
(Joseph Katz Co., N. Y.) 


With the spot schedules for AMOCO gas 
expiring this month, the company has 
bought the telecasts of the Bears, Cardinals 
and Redskins football games for the south, 
and is placing a 15-minute filmed sports 
program in about 20 northeastern markets. 
The Frank Leahy Show will go throughout 
New England, New York and Pennsylvania, 
running until mid-December. Media director 
Charles Brocker reports spot buys suited 
the oil concern’s distribution pattern better 
than its previous network sponsorship. 
Vince Bennett is the timebuyer. 


AMERICAN SUGAR 
REFINING CO. 
(Ted Bates & Co., Inc., N. Y.) 


A fall schedule similar to that run last 
spring for DOMINO sugar starts next week, 
probably in about 100 markets. Minutes 
and 20's will be used at night, minutes during 
the day. The placements will run until 
mid-December, with the frequency just 
one or two spots per week. Bob Gruskay 
is the timebuyer. 


ATLANTIS SALES CORP. 
(J. Walter Thompson Co., N. Y.) 


FRENCH’S instant mashed potatoes will 
be pushed via spot schedules starting this 
week in about 30 top markets. Placements 
of day and night minutes will run eight 
weeks. Marie Barbato is the timebuyer. 


ATLANTIS SALES CORP. 
(Compton Adv., Inc., N. Y.) 


In line with the moves for other products 
from this company, this agency is setting up 
some brief schedules for FRENCH’S 
SPAGHETTI SAUCE in selected markets. 
Day and night minutes will be used. Robert 
Lamkin, assisted by Sandy Davey, is the 
timebuyer. 


BARCOLENE CO. 
(Silton Bros., Callaway, Inc., Boston) 


A two-station buy in New York city was 
set early last month for BLEACH TABS, a 
new washing product. Film minutes are 
running also in Boston, Providence, Portland 
(Me.), Hartford and New Haven, with the 
schedules set for an indefinite period. In 
New York about 50 spots per week are 
used. Marie Kachinski is the timebuyer. 


COLGATE-PALMOLIVE Co. 
(Cunningham & Walsh, Inc., N. Y.) 


Next week should be the kick-off date for 
placements of day and night minutes and 
20’s for SUPER SUDS in quite a few 

top markets. The schedules will run until 
the end of the year. Steve Semons is 

the timebuyer. 


COLGATE-PALMOLIVE CO. 
(Street & Finney, Inc., N. Y.) 


The first of next month will see schedules 
begin in the top 50 markets for FLORIENT 
room deodorant. Film minutes will run 

for about 10 weeks, with about a five- 
spots-weekly frequency. Elenore Scanlan 

is the timebuyer. 


CORNING GLASS WORKS 
(N. W. Ayer & Son, Inc., Phila.) 


The reported spot activity for this firm’s 
glassware noted in Tele-Scope May 19 was 

confirmed late last month when the company 
announced it has been using tv in Rochester, 
N. Y., and throughout New England. At 





Buyer Profile .... . . . . . ARTHUR PARDO 


f necessity is the mother, it appears 

advertising is the offspring of in- 
vention. Literally so in the case of 
Arthur Pardoll, group media director 
in charge of a group of accounts at 
Foote, Cone & Belding in New York. 
Mr. Pardoll first became interested 
in advertising over 20 years ago while 
writing promotion bulletins and pam- 
phlets for two inventions he and his 
father had worked out. 

Thus in 1937, a graduate of Yale 
where he’d majored in Latin and 
Greek, and after having taught for a 
few years in Connecticut, he entered 
Young & Rubicam as a messenger in 
training. He became a space buyer, 
entered the service for four years, re- 
turned to Y&R and went into time- 
buying. In 1948 he joined Sullivan, 
Stauffer, Colwell & Bayles as time- 
buyer on leading accounts and there 
became business manager of the tv- 
radio department. He joined FC&B as 
broadcast media director in 1953 and 
currently is group media director of 
Lever Bros., (Pepsodent and Imperial) , 
Savarin Coffee and Clairol. 

At FC&B overall media strategy and 
planning are the responsibilities of the 
group media directors. Under them are 
“specialist” buyers. But although they 
purchase as specialists, they are en- 
couraged to contribute to media plan- 
ning generally, a policy fostered by 
the agency, since it likes to promote 
from within. Cooperation within the 
agency is thus underscored. 

And Mr. Pardoll feels this coopera- 
tive integration of ideas can extend 
profitably into advertising itself. “As 





competition for the advertising dollar 
becomes keener, there is a tendency 
toward contra-media selling. I should 
prefer to see more intra-media selling. 
That is, media, instead of fighting each 
other, should work together. For 
instance, to make up for lack of pro- 
portionate television penetration in the 
bigger cities due to the multiplicity of 
competition, other media might be used 
to supplement in key market areas. 
There are, after all, values and merits 
to each That most media 
strategy can allow for different media 
is overlooked by shortsighted people 
in the survival struggle. 


medium. 


“Then, too, to derive the optimum 
value from each medium it would be 
extremely helpful if the medium repre- 
sentatives would present up-to-date, 
positive and accurate information at 
frequent intervals. This would not only 
help sell the particular medium by 
affording factual information but 
would appraise the agency of possibly 
overlooked intangible factors which 
are so important an aspect of media 
planning.” 





present, the new line of PYROCERAM 
dishes is being expanded into major 

New England markets. National distribution 
is predicted by next July. Video is being 
bought on a market-by-market basis, 

and is being tested against print. Peter 
Stewart is the a/e in Ayer’s New York office. 


DRINKS, INC. 


(Bermingham, Castleman & Pierce, 
Inc., N. Y.) 

The instant powdered drink product, 

NU FIZZ, has let its schedules fade in most 
markets after the summer push, but will 
continue to run in New York, Washington 
and northern California markets. Live and 
film minutes are used in kid shows. Ann 
Beck, media director, handles the buying. 


EMENEE INDUSTRIES 
(Dunay, Hirsch & Lewis, Inc., N. Y.) 


As noted in Tele-Scope last month, this 


maker of musical toys planned its initial 
spot entry this fall. Mid-October is the 
starting date for 10-week schedules of 
filmed minutes, promoting toy instruments 
from $3 to $20 each. Between three and five 
afternoon spots weekly in kid shows will 
be used in Atlanta, Baltimore, Boston, 
Chicago, Cincinnati, Cleveland, Dallas, 
Detroit, Hartford, Houston, Indianapolis, 
Philadelphia, Pittsburgh, St. Louis, Kansas 
City, Los Angeles, San Francisco, 
Minneapolis, New Orleans, New York 
and Washington, D. C. A few more markets 
might be added. Mrs. Marilyn Arnold 

is the timebuyer. 


FALSTAFF BREWING CO. 
(Dancer-Fitzgerald-Sample, Inc., N.Y.) 
The beer company has been active in 
scattered markets, adding schedules as the 
summer placements expire. Walter Harvey 
is the timebuyer. 
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Peter J. Smith, formerly manager of 
NBC Telesales dept., has joined Bryan 


Houston, Inc., as tv-radio producer. 


GENERAL CIGAR CO. 
(Young & Rubicam, Inc., N. Y.) 


WHITE OWLS, having switched from spot 
to program buys last fall, is currently doing 
little tv at all. Some schedules are running 
in a few major markets—New York, 

Los Angeles, Chicago—but any expansion 
plans are not yet complete. There could 

be some full-scale action forthcoming, 
though. Tom Viscardi is the timebuyer. 


GENERAL MILLS 
(Dancer-Fitzgerald-Sample, Inc., N.Y.) 


Markets are being added throughout the 
country for COCOA PUFFS, GM’s new 
chocolate-flavored breakfast cereal. Kid 
shows naturally are being bought. HI-PRO 
cereal is also picking up additional 
markets. Dick Boege is the COCOA PUFFS 
timebuyer: Bill Overmyer now handles 


HI-PRO. 


GENERAL MOTORS CORP.., 
FRIGIDAIRE DIV. 


(Dancer-Fitzgerald-Sample, Inc., N.Y.) 


The first spot campaign from this account’s 
recently appointed agency consists of a 
couple of weeks of minute-placements in 
40-50 markets. The filmed spots will run 
in fringe slots (late movies, etc.) for 
washers and dryers. Schedules start next 
week. Jim Watterson is the timebuyer. 


GLAMORENE, INC. 
(Garfield-Linn, N. Y.) 


The first of the month will see schedules 
of minutes break in the top 20 markets 

for the rug-cleaning product. Frequencies 
will vary from 12 to 15 spots weekly for 
four weeks, with the spots concentrated late 
in the week. Dan Wilson and John Paul 
Jones are the timebuyers. 


HABITANT SOUP CO. 

(Charles F. Hutchinson, Inc., Boston) 
The regional soup producer has lined up 
Portland (Me.), Boston and Hartford for 
a 39-week buy on The Grey Ghost. 
Some spot schedules of filmed minutes 
are used for supplementary action during 
peak periods. Media director Helen 
Horrigan handles the buying. 


Cc. M. KIMBALL CO. 
(Charles F. Hutchinson, Inc., Boston) 


Renewals have been issued for the ID 
schedules running in Boston, Portland (Me.) 
and Providence for RED CAP REFRESH-R 
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household deodorizer. Placements are 
for 52-week runs. Helen Horrigan, media 
director, is the contact. 


KIRIN BREWING CO., LTD. 
(Seklemian & North, Inc., N. Y.) 


KIRIN beer, described as Japan’s No. 1 brew, 
began an initial spot campaign in 

New York City early in August. About 
120 ID’s on a couple of stations were placed 
to run through September. Similar schedules 
will go in Philadelphia and Boston. The 
beer -is also distributed in Washington, 
Chicago and on the west coast, and there 
could be action in those markets. Media 
director Ethel Fordsman notes some 
schedules for the agency’s Japan Bicycle 
Group account should also be set shortly 
in the same markets. 


LEVER BROS. CO. 
(BBDO, N. Y.) 


The fall spot plans for GAYLA complexion 
soap consist of a continuation of the 
schedules set in New England, where filmed 
daytime minutes are being used. The 
agency had recommended expansion into 
additional markets, but the idea was 
discarded for the immediate present. Jim 
Mooney is the a/e and contact. 


LEVER BROS. CO. 
(Foote, Cone & Belding, Inc., N. Y.) 


After obtaining the AIR-WICK account a 
short while ago, the agency has begun 
to move with initial placements in an effort 
to regain for it a major share of the 
market. Eight-week runs in the top 30 
markets should start the middle of this 
month. Peter Bardach is the timebuyer. 


LEVER BROS. CO. 
(Kenyon & Eckhardt, Inc., N. Y.) 
New markets are being added for PRAISE 








Home Salesman 


Eight weeks of tv exposure has 
convinced the Denny Building 
Corp., creators of the new 500- 
home Robindale community 
northeast of Philadelphia, that the 
medium is not to be taken lightly. 

In mid-April the Denny Corp. 
purchased a weekly half hour of 
WCAU-TV’s late evening film feature 
Million Dollar Movie. Two days 
after the first program of a poll of 
visitors to the sample home showed 
that three-fourths of the persons 
going through had seen the show 
and come at the suggestion of Mr. 
Norman Denny, president, who 
personally presented the invitation 
on the air. 

Harry Egbert, of the Lavenson 
Bureau of Advertising, who han- 
dled the account, says that sales 
results ran approximately 20 per 
cent higher during the next seven 
weeks than before television was 


used. 





beauty bar soap and for Lever’s new liquid 
detergent, HANDY ANDY. (K&E 
announced in mid-August it had just been 
awarded the HANDY ANDY account, 





Agency Changes 


After several months of delibera- 
tion, the Florists’ Telegraph Delivery 
Association selected Keyes, Madden & 
Jones, Inc., as its mew agency, re- 
placing Grant Advertising, Inc. The 
Chicago-based agency had been in the 
running for the $214-million business, 
but was figured a long shot inasmuch 
as it does not have an office in Detroit, 
which is the home of the florists’ or- 
ganization. 

The FTDA has been strong in both 
spot and network tv in the past. and 
it is expected that increased contribu- 
tions from members will swell the total 
budget for next year. 

An increased tv program is also 
planned for another new KMJ account. 
that of Oral Roberts’ Evangelistic Asso- 
ciation. Billings on the account are 
placed at $1,200,000, with tv schedules 
set market-by-market for the group's 


half-hour film series. C. L. Miller Co. 


previously had the account. 





The Miller agency itself made news 
when it was absorbed in a merger with 
Lennen & Newell, Inc. A primary ac- 
count at the former agency was Corn 
Products Refining Co., billing about 
$6 million with a large sum in tv for 
Niagara Starch, Mazola Oil and Karo 
syrup. 

Kenyon & Eckhardt, Inc., which has 
heen handling Max Factor’s Hi-Fi lip- 
stick, recently took over the cosmetic 
company’s new Hi-Society lipstick also. 
The line was formerly at Anderson- 
McConnell. K&E’s west coast offices 
place all schedules. 

D’Arcy Adv. Co. continues to add 
new business, taking over the Top-Wip 
account from Campbell-Mithun, Inc. 
The product is a low-caloric dessert 
topping introduced by the Hollywood 
agency early this year in a sizable spot 
campaign in a dozen markets. Top- 
Wip is a sister-product to Reddi-Wip, 
which D’Arcy already handles. 
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This dining table at the “Saratoga Day” festivities arranged by w-teEN Albany- 
Schenectady-Troy is well-staffed with an attractive feminine contingent of time- 
buyers from Young & Rubicam, Inc. They are (clockwise from front) Ann De- 
Franco, Ann Purtill, Marcia Roberts, Clara Haber and Marie Fitzpatrick. Rear 
left, Jack Denninger of Blair Tv; right, Ben Rachlis, tv ace, and George Perkins, 
station manager of wrow. In all, 175 advertising executives were flown to the 
track and given an aerial tour of the Albany market. 


but Spot Report listed the product’s initial 
spot buy July 28.) Mary Dwyer is the 
timebuyer. 


LEVER BROS. CO. 
(Ogilvy, Benson & Mather, Inc., N. Y.) 


The first of this month saw some brief 
schedules begin in major markets for 
LUCKY WHIP. Daytime minutes and 20's 
are being used. Jeanne Tregre is the 
timebuyer. 


MACO TOYS, INC. 
(Friend-Riess Adv., Inc., N. Y.) 


Still another toy manufacturer plans a spot 
campaign through this agency, with the 
schedules for its “Invader Gun” beginning 
next week. Live minutes will go in 
popular children’s shows in a market list 
including New York, Chicago, Detroit, 

Los Angeles, Cleveland, Pittsburgh, Dallas, 
Memphis and Jacksonville. Ed Ratner, 
tv-radio director, is the contact. 





‘Plans Board’ 


Blair-TV, station representa- 
tives, has added to its services a 
“plans board” by which the reach 


MARKETING, INC. 


(Bermingham, Castleman & Pierce, 


Inc., N. Y.) 


A one-minute filmed spot weekly will run 





PLANTERS EDIBLE OIL CO. 
(Don Kemper Co., Inc., N. Y.) 


The first spot drive for PLANTERS peanut 
cooking oil gets under way this month for 
four-week runs of daytime minutes and night 
20's. About 13 markets will be used, 
including New York, Chicago, Philadelphia, 
Norfolk, Richmond, Rochester, Syracuse, 
Pittsburgh, Detroit and Milwaukee. Adna 
Karns, media director, is the contact 


UAKER CITY CHOCOLATE 
CONFECTIONERY CO. 


(Adrian Bauer & Alan Tripp, Inc., 
Phila.) 


Amplifying the July 28th Spot Report note 
on this candy account, 26-week schedules will 
begin Sept. 15 on wrrx and wasp New York, 
writ-tv Philadelphia, kpKa-tv Pittsburgh, 
wttc-tv Washington, wcn-tv Chicago, 
KTLA-TV Los Angeles, wnuc-tv New Haven, 
WHDH and wesz-Tv Boston, Kyw-tv Cleveland, 
Wxyz-Tv and CKLW-tv Detroit. Both live an- 
nouncements and a new UPA-produced film 
commercial will run in one-minute spots in 
top children’s shows—Popeye, American 
Bandstand, Bugs Bunny. etc.—on the various 
stations. Elmer Jaspan, tv-radio director, 

is the contact. 


HAROLD F. RITCHIE, INC. 
(Kenyon & Eckhardt, Inc., N. Y.) 


At press time, some new plans were 
under consideration for BRYLCREEM. 
Although reported early this summer that 





of spot television can be measured 
on a market-by-market basis. With 
data based on Nielsen measure- 
ments as commissioned by the 
Television Bureau of Advertising, 
the guide provides examples of 
what a spot-tv budget delivers in 
the top 21, 50, 75 and 100 markets 
at seven different time periods dur- 
ing the day and night for 13, 39 
and 52 weeks. 

Using the highest-rate station in 
each market, the “plans board” 
covers 10-, 20- and 60-second spots 
for each time period, with one side 
of the insert showing data for two 
announcements per week (Monday 
and Friday) for each time period, 
and the reverse indicating similar 
information for five spots weekly 


(Monday through Friday). 











for the 13 weeks preceding the holidays in 
about a dozen top markets, with the 
product a novelty toy item for children 
and adults, SILLY PUTTY. Media director 


Ann Beck is the contact. 


MEGS MACARONI CO. 
(Weightman, Inc., Philadelphia) 


Noting the success of various Italian-branded 
noodle products on tv, PENNSYLVANIA 
DUTCH egg noodles begins spot schedules 
this month in New York, Philadelphia, 
Baltimore, Pittsburgh and Washington. In 
the 13-week introductory campaign, about 
20 ID’S per week will be used in each 
market, with some filmed minutes also. 
Leonard Stevens is the timebuyer. 


NESTLE CO. 
(Dancer-Fitzgerald-Sample, Inc., N.Y.) 


Schedules of daytime minutes begin next 
week in about 35 major markets for 
DECAF. They'll run 13 weeks. Tim 
McClintock, assisted by Dorothy Medanic, 
handles the buying. 























KDUB-TYV 


LUBBOCK, TEXAS 


KPAR-TYV 


ABILENE - SWEETWATER 


KEDY-TV 


BIG SPRING, TEXAS 
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3-Station Market 
TOP SYNDICATED FILMS 


1, Last of the Mohicans (TPA) wsaz-tTv Mon. 7 25.0 
2. Favorite Story (Economee) wsaz-tv Tue. 10:30 22.1 
3. Boots and Saddies (CBS) wsaz-tv Wed. 7 ...20.3 
4. O. Henry Playhouse (Gross-Krasne) 
WeaS-EU Wel. 10:80 .ncccacecccsccccsces 17.8 
5. Highway Patrol (Ziv) wons-tv Thu. $ ...... 17.5 
6. Gray Ghost (CBS) wHTNn-tv Sat. 10:30 ....15.8 
7. Annie Oakley (CBS) wous-tv Sun. 6:30 ....15.5 
8. Whirlybirds (CBS) wsaz-tv Tue. T ........ 14,4 
8. Union Pacific (CNP) wsaz-tv Thu. 7 ...... 14.4 
9. 26 Men (ABC) wous-tv Fri. 9:30 ........ 14,2 
9. Ramar of the Jungle (TPA) wsaz-Tv Sat. 9:30 14.2 
10. Secret Journal (MCA) wsaz-tv Fri. 7 ...... 14.0 
11. Confession (Confession) wous-tv Thu. 10 ....13.5 
12. Official Detective (NTA) wons-tTv Sat. 10:30 12.2 
13. Little Rascals (Interstate) wons-tTv Sun. 6 ..11.2 
TOP FEATURE FILMS 
1. MGM Sunday Spectacular wous-tTv 
Be GBR: Gi, eee ce widiccc cvcsccsces 17.2 
2. Movietime wsaz-tv Wed. 1:15-3 p.m. ..... 12.1 
3. Sunday Show wous-Tv Sun. 4:30-6 p.m. 11.2 
4. Movietime wsaz-tv Thu. 1:15-2:30 p.m. --10.6 
5. Movietime wsaz-Tv Mon. 1:15-3 p.m. ...... 9.2 
TOP NETWORK SHOWS 
1. Tales of Wells Fargo WSAZ-TV .........+.-- 47.3 
S. Restless Gum WOAB-TV 2. ncccccccccccce -- - 40.0 
BS. Dwemtp-Oue WOAMS occcccccccccccccececs 38.3 
4. Gumsmoke WHTN-TV .......0.-ccccccccecs 36.2 
5. Wagon Train WSAZ-TV ........--ceeeeecees 35.0 
6. The Californians WSAZ-TV .......-.--e0e00% 34.7 
7. Father Knows Best WSAZ-TV ...........++++ 34.2 
8. Have Gun, Will Travel WHTN-TV .........- 32.6 
9. Bob Cummings WSAZ-TV ........22seeeeees 32.4 
BO. Wns WRAB-EY cc ccccccscccccccccccces 30.8 
ROCKFORD, ILL. 
2-Station Market 
TOP SYNDICATED FILMS 
1. Silent Service (CNP) wrvo Wed. 9:30 ...... 29.8 
2. Harbor Command (Ziy) waex-tTv Sun. 8:30 ..28.9 
3. San Francisco Beat (CBS) wrex-tv Sat. 10:30 27.3 
4. Studie 57 (MCA) wtvo Tue. 9:30 ........ 24.0 
5. The Honeymooners (CBS) weex-tv Sat. 10 ..23.8 
6. O. Henry Playhouse (Gross-Krasne) 
WREX-TV Tue. 9:30 .ncecccceeceeececcens 20.9 
7. Amos ‘n’ Andy (CBS) wRex-tv Mon. 9:30 ..18.4 
8. White Hunter (Telestar) wrex-tv Sat. 7 ..17.8 
9. Sea Hunt (Ziv) wrex-tTv Thu. 7:30 ........ 16.1 
10. Code 3 (ABC) wrvo Wed. 8:30 ........... 11.8 
ll. Martin Kane (Ziv) wrvo Fri. 7:30 ..... -+ 10.9 
12. Gray Ghost (CBS) wrex-tv Sun. 3:30 ...... 10.4 
13. Popeye (AAP) witvo M-F 5:30 ............ 10.1 
14, Kingdom of the Sea (Guild) wrex-tv Thu. 4:30 8.1 
5. Looney Tunes (Guild) wrex-tv Wed. 4:30 .. 5.8 
TOP FEATURE FILMS 
1. Movietime warsx-tv Fri. 10:30-1:15 a.m. 27.9 
2. Encore Theatre weex-Tv Sat. 11-12:45 a.m. ..21.0 
3. Feature Film wrvo Sun. 9:30-11:30 p.m. ....20.0 
4. Academy Theatre WREX-TV 
Wel, 10:8O0-2B2B0 GM. cccccccceccccccces 16.9 
5. Movietime wrex-tv Thu. 10:30-12 m. ...... 12.0 
TOP NETWORK SHOWS 
D, Game WRG ccc cec cede cseccsvccccs 60.1 
2. Have Gun, Will Travel WREX-TY ...... - 52.1 
3. Welk’s Dancing Party WREX-TV ............ 42.1 
3. What's My Line WREXZ-TV .........0---e0% 42.1 
4, TA Selbivem WRBEEV 2c ccc cece cccccces 39.6 
5. I’ve Got a Secret WREX-TV ...........se0% 36.9 
Se ED SED coh coccccencscaand 33.0 
Sk 4 rrr 32.2 
GS, GE WEUD ccccccccsccccceccccscccs 31.5 
9. Personal Appearance WREX-TV ............. 31.2 


MILWAUKEE 
4-Station Market 
TOP SYNDICATED FILMS 





1, State Trooper (MCA) wrms-Tv Tue. 9:30 ....34.4 
2. Whirlybirds (CBS) wrug-tv Sun. 9:30 ..... 25.1 
3. Silent Service (CNP) wisn-tv Fri. 9:30 ....24.7 


4. Harbor Command (Ziv) wrms-tTv Thu. 9:30 ..23.9 
5. Sheriff of Cochise (NTA) wisN-Tv Fri. 9 ....19.0 
6. Boots and Saddles (CNP) wrms-tvy Thu. 8 ..18.8 
7. Highway Patrol (Ziv) wisn-tTv Sun. 10 ..... .16.3 
8. Douglas Fairbanks Presents (ABC) 

wras-Tv Wed. 9:30 ........... eeecces --16.1 
9. Code 3 (ABC) witi-Tv Wed. 9:30 ........ --10.3 
10. Studio 57 (MCA) wisn-Tv Thu. 9 ......... 8.1 
11. City Detective (MCA) wirt-tv Thu. 8 ...... 17.6 
11, Waterfront (MCA) wxix Tue. 9:30 ...... ee 8.6 
12. Frontier (NBC) witt-rv Mon. 8 ........ ecee U8 
12, Annie Oakley (CBS) wrms-tv Sun. 6 ..... - 7.3 
13. Badge 714 (CNP) witt-tv Tue. 9 .......... 7.1 

TOP FEATURE FILMS 

1, Saturday Night Theatre wrms-tv 


Sat. 9:30-10:45 p.m. 





2. Big Movie wisN-Tv Mon. i1 

3. Big Movie wisn-tv Fri. 10:15-12:30 a.m. ..20.6 
4. Big Movie wisn-Tv Thu. 10:15-12:30 a.m. 16.7 
5. Big Movie wiISN-TV Tue. 10:115-12:15 a.m. ..16.3 

TOP NETWORK SHOWS 

R. Suaplelem WHMIS 20cccccccccccccccccsccs 35.3 
2. Father Knows Best WrMs-TV ..........555 31.7 
3. Bob Cummings WTMJ-TV ..........0000005 30.2 
4. Pelee to Bight WEMS=TV ...cccccccccccces 29.6 
5. Twenty-One WTMJ-TV .........- wcccccese 29.5 
G6. Real McCoys WISN-TV ........... ° ++ -28.1 
7. The Californians WTMIJ-TV ..........00+0% -27.9 
S. Wagan Benin WEMFEV oc ccccccccccccscce .27.2 
OD, GRAMEEN WHEE ccccwecccccccccccscccece -27.1 
9. Tales of Wells Fargo WTMJ-TV ...........4. 27.1 


SAN FRANCISCO 
4-Station Market 
TOP SYNDICATED FILMS 


1, San Francisco Beat (CBS) xprx Sat. 9:30 ....19.6 
2. Sea Hunt (Ziv) KRon-tTv Tue. 7 ........ -17.9 
3. The Honeymooners (CBS) KRon-Tv Thu. 7 17.0 
4. Secret Journal (MCA) KPprx Sat. 10 ........ 16.6 
5. Science Fiction Theatre (Ziv) 

WROUSY TOM. CO cicvcccicccwcctcccscse 15.7 
6. Decoy (Official) KPIx Tue. 9:30 ........... 14.7 
7. Kingdom of the Sea (Guild) KRoN-Tv Mon. 7 13.0 
8. Harbor Command (Ziv) KRon-Tv Wed. 6:30 ..12.6 
9. Frontier Doctor (H-Ty) KTv0 Mon. 7 ...... 12.5 
10, Silent Service (CNP) KRON-TV Sat. 7 ...... 9.9 
11. Mike Hammer (MCA) KRON-TV Wed. 10:30 .. 9.6 
11. Dial 999 (Ziv) KRON-TV Tue. 7:30 ........ 9.6 
12, Men of Annapolis (Ziv) KRON-TvV M-F 6:30 .. 9.5 
13. Gray Ghost (CBS) Kron-tTv Fri. 6:30 ...... 8.9 
14. Amos ‘n’ Andy (CBS) xtvo M-Sat. 6 ....... 8.8 

TOP FEATURE FILMS 
1. Best of MGM kKoo-Tv Sat. 10-12 m. ........ 17.8 
2. Fabulous Features Kprx Sun. 5:30-7:30 p.m. 14.3 
3. Big Movie KPrx Thu. 10-11:30 p.m. ........ 12.2 
3. Big Movie KPrx Mon. 10-11:30 p.m. ....... 12.2 
4. Big Movie Kron-Tv Fri. 10-12:15 a.m. ....11.1 
TOP NETWORK SHOWS 

DR. Dwamtp-Oud MMMM oc ccccncdescecacccess 37.3 
Se SR EE aeokauvenedsscesneessancia 30.4 
Se ee) SD GEER. wane chinese ceesepodnicn 33.9 
4. Alfred Hitchcock Presents KPIX ............ 28.0 
C. Teeeens Glas GNNMHEY ccc cc cccecccccceses 27.2 
6. Tales of Wells Fargo KRON-TV ............ 26.7 
T. Wee TN NEG nw on ccc cccccccsse -25.9 
Dy ee I ED Giicc cwckvcwocdess OO8 -25.0 
8. Best of Groucho KRON-TV ...............0- 25.0 
Gee Ge MD GUE co cSisis i dic cemedenwed 23.6 


ARB City-By-City Ratings for July 1958 


HUNTINGTON-ASHLAND, W. VA. 


NASHVILLE 
3-Station Market 


TOP SYNDICATED FILMS 





1. Harbor Command (Ziy) wiao-tv Fri. 8:30 ..28.7 
2. Highway Patrol (Ziv) wsM-Tv Mon. 8:30 ...25.9 
3. Official Detective (NTA) wsM-tTv Thu. 8 ....25.0 
4. Gray Ghost (CBS) wLan-tv Sat. 9:30 ..... 84.7 
5. Sheriff of Cochise (NTA) wsM-tv Fri. 9 ....19.3 
6. Our Miss Brooks (CBS) wstx-tTy M-F 12 n. ..17.0 
7. My Little Margie (Official) wstx-rv M-F 1 ..15.7 
T. Popeye (AAP) wiLac-TvV M-F 6 ............ 15.7 
8. Mr. and Mrs. North (Schubert) 
wars-tv BE-P 18:80 D.m. cc ccccccccecsen 15.2 
9. 26 Men (ABC) wsM-tTv Wed. 9:30 ..... cree ts | 
10. Mike Hammer (MCA) wsM-tv Sun. 9:30 ....13.9 
11, Little Rascals (Interstate) wsM-Tv Sat. 11:30 13.1 
12, Steve Donovan, Western Marshal (NBC) 
GOO Ge, 0208 oc cctscacdecnsaeceuen 11.6 
13. Sea Hunt (Ziv) wsix-Tv Fri. 9 ............ 11.4 
14, Frontier (NBC) wtac-Tv Tue, 9:30 ........ 9.9 
TOP FEATURE FILMS 
1, Academy Theatre wsix-rTv Sun. 8-9:30 p.m. ..20.8 
2. Shock Theatre wstx-Tv Fri. 10:30-11:45 p.m. 16.5 
3. Million Dollar Movie wLac-Tv Sun. 10-12 p.m. 14.8 
4. Action Movie wstx-Tv Sun. 3-4:30 p.m. ....13.4 
5. Million Dollar Movie wLac-Tv Sat. 10-12 ....13.2 
TOP NETWORK SHOWS 
2. Gumemele WEAO-SEE oc cccccceccccess<asuun 45.5 
SB. Wipes Ee WOERHEY cc ccccccccececcecsannn 36.8 
3. Have Gun, Wiil Travel wiac-tv ..... oon ee e389 
4. Gugemtect WERE on ccccccccececcessun - 32.9 
5. Bob Cummings WSM-TV ...........s05 oon S19 
5. What's My Line WLAC-TV .........ee008 ++ 319 
6. I’ve Got a Secret WLAC-TV ..........se00e 311 
7. Tales of Wells Fargo WSM-TV ........... 28.9 
8. Oh! Susanna WLAOG-TV .........cecesceee 28.4 
9. The Millionaire WLAO-TV .........2e-eeeee 27.9 
ST. LOUIS 
3-Station Market 
TOP SYNDICATED FILMS 
1. Whirlybirds (CBS) Ksp-Tv Tue. 10 ........ 26.1 
2. Dick Powell (Official) KMox-Tv Tue. 9:30 ....25.3 
3. Harbor Command (Ziv) Ksp-tTv Wed. 9:30 ..23.5 
4. Highway Patrol (Ziv) Ksp-rv Thu. 9:30 ....23.2 
5. Frontier Doctor (H-Ty) Ksp-tv Thu. 10 ....23.0 
6. Mike Hammer (MCA) Ksp-tv Fri. 10 ......23.1 
6. Big Story (Official) Ksp-Tv Wed. 10 ........ 22.1 
7. The Whistler (CBS) KsD-Tv Mon, 10 --20.1 
8. Death Valley Days (Pacific-Borax) 
EMOXZ-TV Sat. 9:30 ....cccccccscrcccccess 18.4 
9. Studio 57 (MCA) KsD-TV Tue. 9:30 ...... 18.2 
10. Popeye (AAP) KMOX-TV M-F 4 ......--eee5: 14.8 
1l. Tales of the West (Screen Gems) KTrvi 9:30 ..13.1 
12. Target (Ziv) Ksp-Tv Sun. 10 ........+eee0es 11.9 
13. Popeye (AAP) KMOxX-TV Sat. 12:30 p.m. ...11.6 
13. Sea Hunt (Ziv) Krvt Wed, 8:30 .......... 11.6 
TOP FEATURE FILMS 
1. Late Show KMOX-TV Tue. 10:30-12:30 a.m, ..20.2 
2. Saturday Early Show KMOX-TvV Sat. 4:30-6 p.m. 19.1 
3. Late Show KMOX-TV Thu. 10:30-12:30 a.m. ..18.6 
4. Late Show KMOX-TV Fri. 10:30-12:15 a.m, ..17.5 
5. Late Show KMOX-Tv Wed. 10:30-12:30 a.m. ..16.8 
TOP NETWORK SHOWS 
1, Gunsmoke EMOX-TV ......ccccceccseccess 36.9 
2. What’s My Line KMOX-TV ........eeeeeees 32.4 
3. Restless Gun KSD-TV .........s-sseeeeeres 31.4 
4. Suspicion ESD-TV ....2.cccecccccccccsses 30.9 
5. Tales of Wells Fargo KSD-TV .........++++: 28.3 
6. The Californians KSD-TV .........++.++s088 27.3 
7. I’ve Got a Secret KMOX-TV ........20-e0008 26.1 
8. Twenty-One KSD-TV ......ceeeecrsnetereee 25.2 
9. Have Gun, Will Travel KMOX-TY ........+-: 25.1 
®. E Eeve Eaay SOB-V on. cc ccs ccccssesuseme 25.1 




















































Robert B. Read has been named gen- 
eral manager of WKRC-TV Cincinnati 
by David G. Taft, executive vice presi- 
dent. Mr. Read has been assistant gen- 
eral manager, with Mr. Taft serving 
as general manager. In the future Mr. 
Taft will devote more time to over-all 
television operations, including, be- 
sides WKRC-TV-AM-FM, WTVN-TV-AM Co- 
lumbus and WBRC-TV-AM Birmingham. 
Mr. Read has been with the station 
since 1949, 


the product intended to stay with its film 
series buys in markets where the ratings 
are good, it has been asking for spot 
avails in a large number of markets. Full 
information is promised shortly. Lou 
Kennedy and Hal Cummings handle the 
buying. 


SHETLAND CO., INC. 
(Silton Bros., Callaway, Inc., Boston) 


Word is in on an initial spot test for this 
maker of floor polishers, and the results are 
noted as “quite successful.” The test 
schedules ran in about a dozen top markets, 
including Philadelphia, Baltimore, Cleveland, 
Boston, San Francisco, Detroit and 
Pittsburgh. Timebuyer Marie Kachinski 
expects additional schedules for next spring’s 
housecleaning season. 


SMITH BROS. 


(Sullivan, Stauffer, Colweil & Bayles, 
Inc., N. Y.) 


Although this concern will be using spot 
for its new SMOKER’S DROPS (through 
Kastor, Hilton, Chesley & Clifford), its 
usual winter spot push for the regular cough 
drops—12 weeks of minutes and 20's last 
year in 50 markets—will be passed up this 
year. The reason is that a network buy 
into The Lone Ranger devoured the entire 
video budget. Jean Sullivan is the timebuyer. 


STANDARD BRANDS, INC. 
(Ted Bates & Co., Inc., N. Y.) 
Although most of the BLUE BONNET 


margarine fall money is going into radio, 
a small number of tv markets will get 





schedules. Placements will start in October 


for 13 weeks. Len Soglio is the timebuyer. 


STANDARD BRANDS, INC. 
(Compton Advertising, Inc., N. Y.) 


Schedules of night minutes and 20’s for 
INSTANT CHASE & SANBORN begin 
next week in a large number of markets, 
with some of the placements for as long 

as 52 weeks. Marty Foody is the timebuyer. 


W. F. STRAUB & CO. 
(Gordon Best Co., Inc., Chicago) 
This producer of LAKE SHORE honey 


recently appointed the agency to its account, | 


and the word is that tv will be used during 
the next months as part of an advertising 
expansion program. Media director 

E. Trizil is the contact. 


SUN OIL CO. 
(William Esty Co., Inc., N. Y.) 


Now that SUNOCO has its new custom-blend 
pumps installed in all locations, the brand 
intends to continue its concentrated spot 
campaign for awhile and is renewing for 
13-week runs. 
used, with the situation in each market 
reviewed as the staggered expiration dates 
appear. Initjal reaction is reported good, 
and increased activity is probable for next 
year. Robert Kriso is the timebuyer. 





FRANK HOWLETT has been pro- 
moted to supervisor of broadcast 
media in charge of all timebuying on 
P. Lorillard at Lennen & Newell, New 
York. He replaces HERB STOTT. 


(See Personals Aug. 25). 


JEROME J. COWEN succeeds re- 
tiring FRANKLIN C. WHEELER as 
executive vice president in charge of 
the west-coast offices of Cunningham 
& Walsh. 


MORT REINER at Hicks & Greist, 
New York, is buying on all the ac- 
counts previously handled by SANDY 
GASMAN, who has left the agency. 





Personals 


MISS TONI PEARSON has been 
appointed vice president in charge of 
national media at Alexander Lloyd 
Charles in Washington, D. C. She 
was formerly with Alvin Epstein, 
where she set up and directed the 
national media department. 


MISS CORAL EATON, formerly 
with McCann-Erickson, Inc., New 
York, in charge of tv-radio research, 
has joined Bryan Houston, Inc., as as- 
sociate director of media research. 


GRANT A. TINKER, previously at 
McCann-Erickson, is now director of 
tv programming at Warwick & Legler, 
New York. 








Night minutes and 20's are | 














THE 
LAUREL 


AND 
HARDY 
SHOW 


Gets Top Ratings on 
WCBS-TV, New York 


Wire or phone 
Art Kerman 
today for 
availability 

in your market, 
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\ 
GOVERNOR TELEVISION 


151 West 46th St., N.Y.C. 
JUdson 6-3675 











@ 5 of the 10 leading agricul- 
tural counties in Illinois lie 
in WREX-TV land 


@ 5 of the 10 leading agricul- 
tural counties in Wisconsin 
lie in WREX-TV land 


@ 20 of the 400 leading agri- 
cultural counties of the na- 
tion ... lie in WREX-TV land 


(Source: May ‘57 Sales Management) 


Represented by 
H-R Television, Inc. 


VW RB 


CHANNEL : | 3 ROCKFORD 
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SUNSHINE BISCUIT CO. 
(Cunningham & Walsh, Inc., N. Y.) 


Although having used about a dozen 
markets last fall for announcements and 
syndicated film shows, the baking concern 
intends to concentrate on its daytime network 
programs this season. Spot buys, if any, 
would be only in selected markets where 
unforeseen situations arise. Bob Morton 

is the timebuyer. 


TEA COUNCIL OF THE USA, INC. 
(Leo Burnett Co., Inc., Chicago) 


The hot tea push from this organization 
will involve an expenditure of $1.2 million 
between Oct. 1 and March 15, with spot the 
sole medium used. Buys will be nighttime, 
but the agency has not yet determined 
whether it will buy one or several stations 
in a market, near specific kinds of programs, 
etc. Market list is similar to last year’s, 
which included Baltimore, Boston, Buffalo, 
Chicago, Cleveland, Detroit, Los Angeles, 
New Haven, New York, Philadelphia, 
Pittsburgh, Providence, Portland (Me.), 
San Francisco, Schenectady, Seattle and 
Syracuse. George Stanton, account 
supervisor, is the contact. 
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Joseph E. Lake, (1.) has been made com- 
mercial manager of wisH-TV I ndianap- 
olis and Ray Reisinger (r.) director of 
promotion and merchandising for WisH- 
TV-aAM. At the same time Robert F. 
Ohleyer became manager of WISH ra- 
dio. Mr. Lake was formerly commercial 
manager of WFMY-TV Greensboro. Mr. 
Reisinger was formerly promotion and 
merchandising manager of WCKA Mi- 
ami. Mr. Ohleyer has been manager 
of local sales for both radio and televi- 
sion stations since 1954, WISH-TV-AM 
are Corinthian stations. 


TETLEY TEA CO., INC. 
(Ogilvy, Benson & Mather, Inc., N. Y.) 


The fall campaign for this brand of tea 
begins Sept. 22 in 50-60 northern markets, 
all east of the Mississippi. A nine-week 
flight of daytime minutes will be followed 
by a similar 13-week flight in January. 
Ann Janowicz and Bob Karlin are handling 
the buying. 


TEXAS CO. 
(Cunningham & Walsh, Inc., N. Y.) 


TEXACO was planning some four-week 
schedules of night 20’s to begin the middle 
of this month, but complete data on markets 
and frequencies were not available at 
press time. Jack Bray is the timebuyer. 
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EXCITEMENT 
of = & REALISM 


Thrill packed dramas based 
on actual stories of American 
soldiers in battle — stories of 
courage and heroism. Filmed live 
on location, where the battles 
took place. 


ILM SALES INC. new'vork 22, nvv. 








W ARNER-LAMBERT 
PHARMACEUTICAL CO. 


(Lambert & Feasley, Inc., N. Y.) 


After a two-year hiatus from spot while it 
used Restless Gun on nec-tv, LISTERINE 
comes back in about the top 75 markets 
early next month. The schedules of prime 
night 20's, with some day and night 
minutes, will run until the end of the year. 
Bill Hinman is the timebuyer. 


WHITEHALL PHARMACAL CO. 
(Ted Bates & Co., Inc., N. Y.) 


The first of this month saw the beginning 
of 26-week schedules in top markets for 
ANACIN. Filmed minutes are used. 
PRIMATEEN, asthma-hay fever relief 
tablet, should undergo placement reductions 
as the hay fever season ends. Nat Gayster 

is the timebuyer. 





CBS Spot Sales 


Bruce Bryant, general manager 
of CBS Television Spot Sales, has 
announced the following execu- 
tive sales reassignments: Arthur 
C. Elliot, from midwestern sales 
manager to eastern sales 
Jack White, 


Francisco sales manager to Chi- 


man- 
ager; from San 


cago, as midwestern sales man- 


ager; Richard R. Loftus as sales 
manager of the San Francisco 
office, moving from Detroit, and 
Howard H. Marsh as Detroit sales 
manager, transferring from the 
Chicago office. 

Formerly an account executive 
for the DuMont Television Net- 
work, Mr. Elliot joined CBS 
Television Spot Sales as an ac- 
count executive in the New York 
1952. 
western sales manager in June 
1956. Mr. White, formerly asso- 
ciated with the Katz 
joined the CBS-TV spot sales or- 
1951 and 


ferred to the San Francisco office 


office in He became mid- 


Agency, 


ganization in trans- 
as sales manager in June 1955. 
Prior to joining CBS Sales in 
March 1954 as an account execu- 
tive, Mr. 


manager of CBS Television Sales 


Loftus was assistant 
Service and eastern manager of 
station relations for the DuMont 
Network. Mr. Marsh 
previously served as station rep- 
Peters, Griffin & 


Woodward, Inc.. before joining 


Television 
resentative for 


his present employer’s account- 
executive staff in October 1956. 














NTA MERGER? Bernard Cantor of 
the west-coast brokerage firm of Can- 
tor, Fitzgerald has triumphed. A 
merger of National Theatres and Na- 
tional Telefilm Associates was Mr. 
Cantor's project. He proposed it and 
fought for it. There were some ele- 
ments within the National Theatres 
organization which doubted the wis- 
dom of the move because NTA’s basic 
asset, apart from the talent of its 
management, has been its ability to 
distribute the product of 20th Cen- 
tury-Fox. It would seem that some 
legal problems have to be resolved in 
the proposed merger. 20th Century- 
Fox and National Theatres were once 
under the same management. They 
were divorced as a result of the Gov- 
ernment anti-trust action against the 
motion-picture industry. 

Now, however, through National 
Theatres’ proposed acquisition of NTA 
their interests will become identical 
again in certain key areas. NTA and 
20th Century-Fox share 50-50 a stock 
interest in the NTA Network, Inc., a 
subsidiary of NTA. The main asset of 
the network is the 20th-Fox feature 
films. The agreement between the tv 
film distributor and the picture com- 
pany contains a guarantee of income 
to 20th Century-Fox and a percentage 
of the profit over a certain minimum 
amount. 

National Theatres’ proposed acqui- 
sition of NTA would re-establish a 
legal link between the divorced firms. 
Certainly the Justice Department will 
have to give some indication of its 
attitude toward the move, and, if it 
goes through, it will, whether to a 
slight or a major degree, indicate a 
relaxing of the Department’s position 
on the divorcement of the exhibition- 
production end of the film business. 


COROLLARY ISSUES. [it’s also pos- 
sible that any NTA-National Theatres 
merger may have some issues that will 
affect the Loew’s, Inc., situation. The 
great bone of contention in the Loew 
matter is the reluctance of the com- 
pany to separate its theatres from its 
production unit. Loew’s had a bigger 


Wall Street Report 


corporate debt than the other film 
companies, and until the debt was 
pared down, the management didn’t 
want to split the two parts off. If the 
Justice Department relaxes some as- 
pects of its decree in the NTA matter, 
the Loew management may be en- 
couraged to seek some additional 
changes in its own status, although it 
seems unlikely that anything but a 
complete reversal would help Loew’s. 

The terms of the NTA merger call 
for an exchange of $11 worth of Na- 
tional Theatres debentures for each 
NTA common share. Each NTA share 
would also qualify to receive one- 
fourth of a warrant on one share of 
National Theatres stock. The subordi- 
nated debentures would carry a 514- 
per-cent interest and mature in 15 
years. 

The NTA shareholders would be 
able to exercise their warrants on Na- 
tional Theatres under certain condi- 
tions. In the first year of the merger 
a warrant holder could purchase Na- 
tional Theatres common for $1 under 
the market value as reported on the 
New York Stock Exchange on the day 
prior to the formal offer by the thea- 
tre company. If the market price of 
National Theatres common is under 
$9.50 but over $8.50, the warrant price 
will be $8.50. If the price is $8.50 or 
less, the warrant price and the pur- 
chase price will be identical and for- 
mer NTA shareholders would have no 
advantage. The warrant-exercise price 
will increase annually at the rate of 
$1 for the next 10 years. It will then 
remain constant for five years, and 
then the warrants will expire. 


NTA STOCK. There are 1,087,575 
shares of National Telefilm outstand- 
ing. Since the ratio of warrants per 
share is four to one, the NTA share- 
holders would have a claim on 281,- 
000 shares of National Theatres stock 
during the 15-year life of the shares. 
If all the warrants were exercised in 
the first year—a very unlikely possi- 
bility—at a price of $8.50, National 
Theatres would recoup something over 
$2.2 million from the warrants. 
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As this column pointed out recently, 
warrants have grown in popularity in 
the financial community recently. De- 
bentures with warrants attached are 
attractive to investors and help a cor- 
poration keep interest rates down. The 
proposed merger means there will be 
more trading in these debentures. 

At present, the merger proposal is 
likely to be made officially sometime 
toward the end of 1958. Naturally, 
all the holders of present NTA options 
and warrants will receive an equiva- 
lent offer. If accepted and approved 
by all parties, including stockholders 
of both companies and the Justice De- 
partment, the NTA unit would be op- 
erated as a separate corporate entity 
under National Theatres. Ely A. Lan- 
dau and Oliver A. Unger would con- 
tinue in their present positions as 
chairman and president, respectively, 
of NTA. They would in addition be- 
come directors of the theatre company. 

National Theatres grossed over $55 
million in its 1957 fiscal year and 
reported a profit of $2.2 million. It 
has reported earnings of 34 cents per 
share for the first nine months of its 
current fiscal year and the stock is 
selling in the $9 range. It has been 
paying 12% cents quarterly. 

National Telefilms had a gross of 
$17 million last year and a net profit 
of $1 million. Its common also has 
been selling in the $9 range, and it 
reported earnings of 41 cents per 
share for the first six months of 1958. 
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P ublic (Continued from page 37) 


able help from the public. 

John Fisher, host of the station’s 
afternoon Family Theatre, informed 
by Red Cross personnel that blood 
donations might be small because of 
a general misconception on the part 
of the public that a measure of per- 
sonal danger is involved in donating 





blood, volunteered to give a pint of 
his own blood on camera in order to | 
show the complete ease with which a | 
donation is made. He interrupted the | 
regular film fare on Family Theatre 
to make his donation and to appeal to 
viewers to follow his example. 


Less than an hour after the show 
was off the air, Red Cross authorities 
reported that more than 65 unsched- 
uled blood donors had reported to the 
Blood Center. Forty-eight hours later 
almost 300 pints of blood had been 
received, and the emergency was 
ended—“effectively demonstrating,” as 
Jim Johnston, WMBD-TV operations 
manager, puts it, “television’s power 
to provide the impetus for public 
action.” 

Prospect is the latest series in a 
long line of award-winning commu- 
nity-service programs presented by 
wcau-Tv Philadelphia. The new skein, 





Robert J. Leder has been appointed 
general manager of the WOR Division 
of RKO Teleradio Pictures, it has 
been announced by Thomas F. O'Neil, 
president. Under the new appoint- 
ment, his duties as vice president of 
RKO Teleradio Pictures will be broad- 
ened to include over-all responsibility 
for wor-Tv-AmM New York. Gordon 
Gray, also a vice president of the par- 
ent firm who has been primarily en- 
gaged in an operating capacity as 
manager of wor-Tv, will devote his 
full time to general executive assign- 
ments for the company. 





which started on July 6, explores the 
many facets of modern living, par- 
ticularly as they relate to residents of 
the Philadelphia area. Charles Shaw, 


the station’s news director, is host and 





Report (Continued from page 35) 


the average station category the sec- 
ond quarter showed 1,425 announce- 
ments and ID’s, as compared with 
1,412 the first quarter. At the same 
time, the value of these spots was 
$101,711 the second quarter, as com- 
pared with $75,249 the first. This 
large increase in money for so small 
an increase in the number of spots 
can be accounted for because of the 
placement of the spots in better posi- 
tions in the broadcast day and, to 
some extent, by the use of longer an- 
nouncements—aminutes in place of 20’s 


and 20’s in place of ID’s. 


Checking the various station classi- 
fications shows that the value of an- 
nouncements and ID’s is greater the 
second quarter in three of the five 
divisions. It is smaller for two classi- 
fications—$501-$900 hourly rate, and 
$1,500-and-up-rate stations. 


Numbers of hours donated to pro- 


grams, on the other hand, shows a de- 
cided drop for the average station. 
In the first quarter this came to 75 
hours, but in the second it was down 
to 58. In spite of this decline of 17 
hours in time, the drop in value of 
programs was comparatively slight, 
from $31,793 for the first quarter to 
$29,816 in the second for the average 
station. This decline showed up in 
four of the five station classifications 
—all but the very smallest outlets. 

Comparing the total value of time 
and talent for the first six months 
with the same value in the first six 
months of 1957 shows an increase in 
1958 in the larger stations but a de- 
crease in the smaller. Smallest sta- 
tions donated $71,767 in the first six 
months this year, as compared with 
$88,473 last year. Outlets in the $251- 
$500 classification gave $115,218 in 
1958, as compared with $121,673 a 
year ago. All of the larger stations 
had higher totals this year than in 
1957. 





moderator for Prospect, with some of 
the programs presented live, some on 
film, and varying in length from a 
half-hour to 60 minutes on Sunday 
afternoons at 3:30. 

Debut program of the series was a 
filmed interview with Prof. Arnold 
Toynbee, during which the renowned 
historian brought out his views on re- 
ligion, race relations and world prob- 
lems. The series’ second show was a 
half-hour film showing the home life 
of a Philadelphia family currently 
living in Moscow. Other programs 
have dealt with such topics as human 
Philadelphia’s _ transporta- 
tion problems, and labor-management 
relations, during which an actual 
mediation conference was held. 


relations, 





Spot (Continued from page 41) 


Steve Allen Show ........ 

You Bet Your Life ....... 2.99 

By utilizing Nielsen and a spot anal- 
ysis supplied by a major agency, it is 
possible to show how a typical spot 
campaign would fare in comparison 
with video’s top network program, 
Gunsmoke. During the March-April pe- 
riod, Gunsmoke was telecast weekly on 
162 CBS stations and had an average 
audience rating of 42.9 per cent of all 
tv homes. 

At a total weekly cost of $105,000, 
the program delivered an average 18,- 
233,000 homes for a cpm (per commer- 
cial) of $1.93. 

The agency analysis indicated an 
average prime-time 20-second spot run 
in the first 100 markets would get an 
audience rating equal to 21.3 per cent 
of U. S. tv homes. For a total of $20,- 
200, the single spot would reach 9,- 
042,000 homes at a cpm of $2.23. 

A five-spot campaign in the same 
markets would reach 65.9 per cent of 
the tv homes, delivering 27,991,000 
homes for $101,000 at a cpm of $2.23 
also. 

While the cpm figure for the spot 
campaign is 30 cents higher than the 
Gunsmoke figure, a 15-per-cent increase 
in cost results in more than a 50-per- 
audience increase. In addition, the spot 
figure is an average one, and does not 
include package plans and other spe- 
cial discounts. The total spot budget 

($101,000) is nearly $5,000 less than 
the network cost ($105,600). 

Using the agency typical spot cpm 


















Promotional Home Run 

Two Westinghouse Pittsburgh stations are currently thinking about pub- 
lishing a new promotional booklet. It’s called “How to play ball and grab 
space, too.” 

The broadcasters, from KDKA-TV and KDKA Radio, in true competitive 
spirit recently challenged editorial employes of the Pittsburgh Press to an 
unorthodox game of baseball prior to a major-league game at Forbes Field. 
The game itself was a travesty on all that is held sacred by the sport’s fans, 





Ump conceals the ball while lather-covered runner crosses the plate—a part 
of the zany tv-radio-press ballgame. 


and the broadcasters lost, 1-0, because of a home run scored with the aid 
of a golf cart. But the publicity and promotion exchanged by the three 
media more than made up for any sore feelings or sore backs. 

KDKA-TV and Radio received more than four full pages of free editorial 
space, with pictures and stories almost daily, while the newspaper repre- 
sentatives were granted off-beat on-the-air interviews on television and radio. 

The game lasted 30 minutes prior to a Milwaukee Braves-Pittsburgh 
Pirates encounter, and had an estimated 36,800 bewildered fans. Uncon- 
ventional tactics had to be used in what promised to be a bitter intra-media 
struggle. These included bribes for the umpire (who scored the winning 
run), a whiffle-ball pitch, a white-orange pitch, a white-peach pitch and a 
sinker which barely made it across the plate. 

Bob Prince and Tom Bender did the play-by-play, interviewing the 
pitchers while they pitched and the batters while they batted. The game 
was completely scripted by KDKA-TV program staffer Dick Thrall, and 
copies were distributed to all the players. 

The Second Federal Savings & Loan Association, which sponsors the 
baseball warm-ups on KDKA Radio, insisted on adding to the budget by 
sponsoring the complete half-hour. 

Following the game, both sides agreed with Joe L. Brown, general 
manager of the Pittsburgh Pirates, that the thing ought to be an annual 
event. 











A separate analysis of each group of 
markets shows the last 25, or smallest, 
markets have a cpm considerably lower 
than the other groups: 


CPM 
eee $1.96 
Next 29 markets ......... 2.07 
Next 25 markets ......... 2.10 
Last 35 markets ....ccccs 1.73 


The possibility that spot advertising 
might ever replace a major portion of 
network business is highly remote, as 
proponents of both can offer sound rea- 
sons why advertisers should use each. 
While the country’s business picture is 
no doubt influencing video budgets to- 
ward a swing to spot, an easing of the 
economy could result in a scramble for 
network time. 

In any event, television is fortunate 
in being able to offer two entirely dif- 
ferent plans to its advertisers, thus 
keeping their commercial dollars within 
the medium. 


New Weston 


MADISON AT 50TH 


English Lounge 
Meeting place 


Two of the finest hotels in New 
York are just “around the corner” 
from CBS, Dumont or NBC. 
Beautifully decorated rooms 
and suites for permanent 
or transient residence. 

Idea] headquarters. 








figure of $2.23, the spot schedule de- 
livers its audence more economically 
than 17 of the 20 top network programs 
mentioned above. And, as in the Gun- 
smoke illustration, efficient spot place- 
ments would deliver greater audiences 
than the networks’ Cheyenne, Danny 
Thomas and Maverick programs, at a 


rate easily warranting the slightly 
higher costs. 

The cost efficiency of spot advertis- 
ing is not confined to the larger mar- 
kets as might be expected. Smaller, less 
competitive markets often deliver more 
rating points per dollar, a fact illus- 
trated in the sampler (see Table #3). 


Berkshire 


MADISON AT 52ND 
Barberry Room 
Where the celebrities 
go after theatre 
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Code (Continued from page 39) 


Boston, Chicago, Cleveland, Dallas-Fort 
Worth, Detroit, Duluth, Eau Claire, El 
Paso, Grand Junction, Hartford-New 
Haven, Houston-Galveston, Idaho Falls, 
La Crosse, Las Vegas, Los Angeles, 
Lubbock, Memphis, Midland, Milwau- 
kee, Minneapolis, New York, Odes- 
sa, Philadelphia-Wilmington, Phoenix, 
Pittsburgh, Poland Spring, Portland, 
St. Louis, Salt Lake City, San Angelo, 
San Francisco, Seattle-Tacoma, South 
Bend, Tucson, Washington, Wausau, 
Wichita Falls and Yakima. 

(Tv AGE quarterly reports, based on 
actual figures from station manage- 
ment, indicate a larger number of pub- 
lic service announcements and a higher 
value for the code stations than that 
reached by the NAB Code Board 
through their monitoring of three to 
seven days and projection to a full 
year. The TV AGE reports include all sta- 
tions and cover programs as well as 
spot announcements. ) 





Memo (Continued from page 49) 


with the President and his staff.” 


OTHER LEGISLATION. Many bills 
were introduced in the session, but 
few came to pass. FCC regulation of 
the networks, a perennial favorite on 
Capitol Hill, was authorized in a bill 
introduced by Senator John Bricker 
(R-Ohio) but didn’t get to first base 
over the opposition of the FCC itself. 
Chairman Doerfer joined with the net- 
works in opposition—and even Mr. 
Bricker admitted early in the session 
that the bill had no chance. 
Subscription tv had its inning, but 
action was postponed until next Janu- 
ary, when the new Congress is likely 
to tackle the thorny subject. A grand 
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John Schneider (l.), general manager 
of CBS Television Spot Sales, has been 
named general manager of WCAU-TV 
Philadelphia, it has been announced by 
Donald W. Thornburgh, president of 
Wwcau-TV. At the same time, Craig Law- 
rence, vice president, CBS Owned Tele- 
vision Stations, announced that Bruce 
Bryant (r.) will become general man- 
ager of CBS Television Spot Sales. Mr. 
Bryant is the present eastern sales man- 
ager for the division. Mr. Schneider 
joined CBS Television Spot Sales as an 
account executive in the Chicago office 
in 1950. He was appointed general man- 
ager of CBS Television Spot Sales in 
June 1956. 





total of 21 bills to prohibit pay tv 
were introduced in the House, five in 
the Senate. Meanwhile, chairman 
Oren Harris (D-Ark.) of the House 
Commerce Committee was verbally 
wrestling with the FCC over whether 
the latter had jurisdiction over pay tv, 
and what types. 

Sports bills affecting tv caused a 
stir, and when the Celler bill exempt- 
ing professional sports from anti-trust 
laws (although Representative Celler 
opposed the final language) was 
passed by the House, the National 
Association of Broadcasters protested 
that major-league club owners would 
thus be empowered to black out tv- 
radio coverage of their games. The 
bill was tabled after a Justice Depart- 
ment spokesman testified that 90 per 
cent of the nation’s population could 
be prevented from seeing games on tv 
under the bill. 

Solving the problem of uhf occu- 
pied the attention of both House and 
Senate over several months—but nei- 
ther body was able to come up with 
anything resembling a recommenda- 
tion. This, too, is certain to be a con- 
tinued story in the next Congress. 


Cuban (Continued from page 42) 


$4,000 on each of 16 programs. (This 
enables 15 additional audiences com- 
prised of Hogar Club members to at- 
tend the telecasts. ) 

Adapting another stateside program 
success, Pumarejo turned Queen For A 
Day into his highly popular Reina por 
un Dia. 

Making as much as he does, Pu- 
marejo can afford to spend more for 
top talent than can other producers, 
In 1956 he paid Liberace $10,000 for 
three appearances. Currently he is pay- 
ing Spanish singer-actress Sarita Mon- 
tiel, the most sought-after performer in 
Spanish-speaking countries, $2,500 a 
day for a 10-day engagement on one of 
his programs. 

The language barrier probably 
caused most American viewers to be 
substantially unimpressed with their 
first introduction to Pumarejo. To the 
Cuban viewers of the Paar show, how- 
ever, it was Pumarejo who made the 
program worthwhile. His fans know his 
background (born in Spain, poor par- 
ents, brought to Cuba at nine, child- 
hood spent in poverty, self-made man) 
and his good qualities (wants to bring 
joy into everyone’s life, gives $12,000 
monthly from club dues to charity) as 
completely as American fans know all 
about their favorite personality’s life. 

As far as TV AGE is aware, no U. S. 
tv star is yet investigating the legal 
aspects of forming a “club,” but with 
the various other forms of pay tv that 
have been devised, anything is possible. 
Viva Pumarejo! 





Petry in Dallas 


A new Dallas branch office has 
been opened by Edward Petry & 
Co., Inc., increasing the number 
of Petry offices to nine. The new 
branch adheres to the company’s 
practice of complete separation 
between radio and television. The 
new office is temporarily located 
in the Adolphus Tower Building 
and is under the management of 
Hugh O. Kerwin, former head of 
Petry tv in St. Louis. David C. 
Milam, formerly of Avery-Knodel, 
is in charge of radio. 
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TOP 20 SYNDICATED SHOWS 
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Pulse Audience Composition for July 





Extra Spots 


A windfall of new television ad- 
vertisers was unearthed by KOB-TV 
Albuquerque in connection with 
a routine schedule for the opening 
of the Scholz Mark 58 homes, 
built in Albuquerque by the Sproul 
Construction Co. 

The home built was a $71,000 
structure and 16 subcontractors 
undertook parts of the building for 
Sproul. When the contractor ar- 
ranged for time on the station an- 
nouncing the opening of the model 
home KOB-Tv salesmen interested 
12 of the 16 subcontractors in plac- 
ing from three to six IDs each on 
Class B and Class C time preced- 
ing the opening. The opening 
proved to be an unusual success, 
due not only to the contractor’s 
announcement but to those of the 
subcontractors as well. Extra reve- 
nue for the station was substantial. 
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Theatres Use Tv 


Convinced that “imaginative, lo- 
cally produced television commer- 
cials can sell good movies,” Philip 
Keough, general manager of the 
seven Cooper Foundation theatres 
in the Omaha-Council Bluffs area 
has signed for a 52-week satura- 
tion campaign on KMTV Omaha. 
The contract calls for 800 minutes, 
200 10’s and 52 10-minute pro- 
grams. It was placed as the result 
of a six-month trial by the theatre 
chain. The Cooper Theatres had 
unusual success with such films as 
Proud Rebel, and Tarzan’s Fight 
for Life and reported a 75 per cent 
greater gross than anticipated on 
the strength of the films’ perform- 
ances in other cities. Mr. Keough 
said: “The results of our campaign 
to date are indisputable. It was 
successful, and I believe our cam- 
paign on KMTV during the coming 
year will be even more success- 


ful.” 





ROANOKE AGAIN THE 
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News (Continued from page 27) 
and Liquid Chiffon in 21st. Advances 
were made by Winston, which moved 
from 13th to eighth, Alka-Seltzer 
(19th to 13th), Raid (15th to 7th), 
Ballantine (2lst to llth) and Zest, 
which took the biggest hop of all— 
20th to 9th. 

Results were tabulated from diaries 
placed by ARB for the week of July 
7-13. Each person keeping the diary 
was asked to name his favorite com- 
mercial for that week. The ARB sur- 
vey represents only preference for the 
commercial and does not in any way 
attempt to measure audience size or 
effectiveness. 


Report on Daytime 

Daytime television is the fastest- 
growing advertising medium, with the 
average daily volume of viewing in- 
creasing 45 per cent in the past two 
years, according to a special NBC 
analysis of Nielsen figures. 

The network’s “Report on Day- 
time” presentation makes the over-all 
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C. R. “Dick” Watts has been named 
general manager KVu-TV Amarillo, it 
has been announced by Jack C. 
Vaughn, president of Television Prop- 
erties, recent purchasers of the station. 
Mr. Watts was formerly assistant gen- 
eral manager and executive director 
of sales of Krop-tv El Paso. Before 
that he was with wrMy-Tv Greensboro. 


point that daytime tv, once considered 
in a class with nighttime radio, is now 
an important advertising medium, 
with virtues especially attractive to 
package-goods advertisers. 

An analysis of March-April Nielsen 
figures shows that during a total week 
75 per cent of tv homes view tele- 
vision between the hours of 10 a.m. 
and 5 p.m., Monday through Friday. 
This amounts to almost 33 million 
homes, for an average of 10 and one- 
half hours of viewing time per home. 

Daily home hours of television 
viewing have increased from 45,000,- 
000 in 1956 to 65,800,000 this year, 
for an increase of 45 per cent. During 
that same period, evening viewing in- 
creased 22 per cent—from 65,400,000 
in 1956 to 80,000,000 in 1958. 


On a cost-per-thousand basis, an 
advertiser would find daytime tele- 
vision an attractive buy, since CPM 
per minute in daytime has actually 
declined, according to the NBC pre- 
sentation. In 1956, it was $1.93, and 
this year dropped to $1.43. But since 
daytime tv is considered a young 
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housewives’ medium, it is of still more 
importance to an advertiser. Accord- 
ing to the presentation, of the 77.5 per 
cent tv homes viewing daytime tele. 
vision, 87.2 per cent are homes with 
housewives in the 16-34 age bracket. 
And of the average 10 and one-half 
hours of viewing per week, homes 
with housewives view 12 and one-half 
hours per week. 

During daylight hours, program. 
ming is beamed toward the housewife 
when she is head of the household (so 
to speak), and during her pre-shop- 
ping hours. 

In a media cost comparison, the pre- 
sentation points out that a quarter 
hour on NBC (with 125 stations) costs 
less than a color page in leading 
women’s magazines. 

Also highlighted in the presentation 
are the network’s rating increases dur- 
ing daylight hours, as well as some 
examples of how NBC advertisers 
have utilized the medium. 

Don Durgin, vice president and na- 
tional sales manager of NBC-TV, re- 
ports that daytime business amounting 
to approximately $64 million in gross 
billings has been placed with the net- 
work for the 1958-59 season. Last year 
at this time, said Mr. Durgin, sales 
amounted to approximately $60 mil- 
lion, and also at this time last year the 
network was only 60 per cent sold out 
during daytime hours, whereas it is 
70 per cent sold out now. 

Mr. Durgin also pointed out that 
NBC-TV has more than doubled the 
average audience rating of its morning 
block. Some new major investments 
on the network include buys from 
Frigidaire Division of General Motors 
Corp., H. J. Heinz Co., National Bis- 


cuit Co., and Sunshine Biscuit Co. 
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In the picture 






Robert L. Foreman has been named to head all creative services at Batten, Barton, 
Durstone & Osborn, Inc. He will be in charge of copy, art, television, radio and public 
relations, succeeding Charles H. Brower, who has been holding down the posts of presi- 
dent and creative-services head since last December and who now will devote his time 
solely to his executive duties as president. Mr. Foreman joined BBDO 19 years ago and 
became its youngest vice president in 1948 at the age of 32. He was then in charge of the 
radio writing department, and subsequently was made head of the entire radio and 








named executive vice president in charge of the plans board. 


Thomas M. Morton has been appointed a vice president of the William Esty Co., it has 
been announced by James J. Houlahan, president of the agency. Mr. Morton has been with 
Esty since 1955 as a marketing account executive on the Ballantine account. For nine years 
prior to that he was associated with two eastern breweries. He was assistant advertising 
manager for one of them, and subsequently advertising manager for the second. During 
World War II Mr. Morton served with the Air Force. Previous to his war service, he worked 
in a sales capacity for the soft-drink division of Hecker Products, which was reorganized 
into Best Foods, Inc., shortly after he left the organization—two facts which, says Mr. 
Morton with a smile, have absolutely no connection with each other. He is married and 
the father of four children; the Mortons live in Scarsdale, N. Y. 


television department, including both tv and radio copy and art. In February 1955 
he was elected to the agency’s board of directors, and in February two years later he was 


Walter Craig, vice president in charge of radio and television for Norman, Craig & Kum- 


















mel, Inc., has been elected to the board of directors of the agency, according to an announce- 
ment by president Norman B. Norman. Mr. Craig is completing his fourth year with Norman, 
Craig & Kummel, having joined the then newly reorganized company in January 1955 to de- 
velop a radio and television department. His instinct, showmanship and general production 
ability have since been amply demonstrated in behalf of the agency’s clients from his purchase 
and development of The $64,000 Question in April of 1955 through a number of following 
successes and up to the current The Price Is Right. Mr. Craig was formerly vice president in 
charge of tv-radio and a member of the board of directors of Benton & Bowles, where his 





The appointment of Robert J. Piggott as director of advertising of the Pet Milk Co. has 
been announced by Jule P. Miller, vice president of the company. Mr. Piggott, who has 
been general advertising manager, succeeds C. J. Hibbard, director of advertising for Pet for 
30 years and now named as director of the firm’s newly created public-relations department. 
Mr. Piggott joined Pet Milk’s advertising department in 1957 as general advertising manager 
after extensive advertising experience, having served as advertising and sales promotion man- 
ager of the grocery-products division of the Ralston Purina Co. and director of advertising 
for Grove Laboratories. Mr. Hibbard has been a member of the Pet Milk Co. advertising 
department since 1924 and has been responsible for planning, directing and executing its 
major advertising, merchandising and sales promotion campaigns. 


supervision included such clients as Procter & Gamble and General Foods. 
























The Broadcast Pioneers has announced the election of Frank E. Pellegrin as president 
of the organization after a nationwide ballot conducted by mail. Mr. Pellegrin is vice 
president of and a partner in H-R Television, Inc., and H-R Representatives, Inc. For the 
past 23 years he has been active in television-radio management, sales, promotion and pub- 
lic relations. He was the founder and first director of the Broadcast Advertising Department 
of the National Association of Broadcasters, a department which later evolved into the 
Television Bureau of Advertising and the Radio Bureau of Advertising. In 1947 he estab- 
lished wato Oak Ridge, Tenn., and in 1948 he built and managed xstL St. Louis. Two years 
later he joined H-R Representatives. Mr. Pellegrin is a frequent speaker before broadcast- 
ing groups and has authored two books on time sales. He lives in Pellham Manor, N. Y. 
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Dear old golden rule days! We 
were talking to a film producer the 
other day about rising costs and lower 
prices for syndicated films—in other 
words, small talk. Then after drink- 
ing a toast, proposed by the producer, 
to lower costs and higher prices, we 
switched the conversation to personal 
matters. We asked about his eldest 
daughter, who is to start college this 
fall. “Is she thrilled about going?” 
we wondered. 

“Yes, she is,” was his answer, 
“but not half as thrilled as Saks, Bon- 
witt Teller and Lord & Taylor.” 


* oom 


And talking about girls’ colleges, 
we know an account executive in a top 
agency who admits being stumped by 
a question hurled at him by his 10- 
year-old son relating to a traditional 
girls’ college function. The a. e. would 
appreciate help from any quarter. 

The boy suddenly asked Pop to 
come out from under the Sunday paper 
and answer a question that had been 
bothering the lad for possibly six sec- 
onds: “What happens to a wound may- 
pole?” 


In order that our readers may keep 
abreast of the latest developments in 
the cinema (no, Mervin, this has 
nothing to do with Jayne Mansfield! ), 
we bring you this report written by 
Ralph Schoenstein which appeared in 
a Saturday Review column: 

“I recently attended a demonstra- 
tion of ‘Rotundavision,’ the revolu- 
tionary movie process that is the last 
word in cinematographic production 
and presentation. Never before has the 
viewer been so absorbed and assimi- 
lated by the motion-picture experience. 
This brilliant conception daringly 
disposes of all conventional methods 
and rockets the movie-goer to celluloid 
sublimity by giving him the thrilling 
realism of two new dimensions, three 
new senses, perpetual motion and 
nausea. 

“T knew that the new process was 


boldly different when I was strapped 
into a dentist’s chair and immediately 
flipped on my back so that I was look- 
ing up at a huge rotunda. Electrodes 
were strapped to my wrists, a rubber 
tube was inserted in my left nostril, 
and the motor under my chair was 
started in neutral. Naked ushers from 
the Actors Studio then gave me the 
opportunity to take out flight insurance 
and to leave my eyes to a bank of my 
choice. As soon as the demonstration 
began and I felt nausea sneak in 
under the credits, I knew it was now 
impossible to put the viewer any 
deeper into the movie and still keep 
him conscious. 

“The drama used to show off this 
process must be suitably gigantic, and 
the one I saw was The Story of Every- 
thing (a James Jones treatment of the 
first 16 volumes of the Encyclopaedia 
Britannica). Wisely, the producers be- 
gan with the creation and ended with 
the sacking of Vienna. 

“I am happy to report that the crea- 
tion scene came off with primordial 
splendor. To give the viewer the feel- 
ing of time, space and motion, the 
focus was blurred, the clocks were set 
back and the chairs were put into 
orbit. To give the viewer the never- 
before-experienced senses of smell, 
taste and touch, molten lava was 
sprayed about the theatre, small rocks 
fell from the rotunda, and Turkish 
incense was pumped through the left 
nostril tube. The electrodes were acti- 
vated so that the heartbeat was regu- 
lated by the manager, who could then 
induce the proper emotional response 
to each stirring scene. Because the 
viewer's heart was now under the di- 


rect control of the manager, artificial 


and obtrusive music was not needed 
to create mood in the film. 

“Three critics didn’t survive the 
screening, but the producer insisted 
that they were ‘fighting the picture.’ ” 
He then announced that he soon will 
release a movie of the audience’s re- 
action, tentatively titled The Story of 
Panic. 
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New Voice from the Shadow of the Kremlin 


He is the witness and the witnessed of history. Nearby, at the Khimkinskoe Reservoir, Moscow, are six sleek 
racing shells—one from the University of Washington, the others, Russian. Soon, the taut expectant crews will send 
them hurtling to the finish line* and the magnificent tableau of an international sports event will unfold 7,544 miles 
away—Keith Jackson, KOMO, Seattle, reporting direct via radio and on-the-spot TV film coverage. 


This is history’s first live, direct broadcast of an athletic event from Russia. This is broadcasting’s remotest 
remote. This is responsible broadcast journalism. This is . . . 


KOMO-TV and KOMO Radio, Seattle + Sold by NBC Spot Sales 


*The world first learned of the two and one-half length U of W victory through Jackson's live broadcast 








LOOK WHO GETS THE BIGGES 
SLICE IN SACRAMENTO! 


SHARE OF AUDIENCE ~™ 
Sign-On to Sign-Off 


KC RA : TV. ee 52.5% 


STATION TB” cccce del % 
STATION “C”.....-12.7% 


ARB, May, 1958 

If you want to se!! merchandise, you aniarianeaameen 
have to have an audience. KCRA-TV gets a 
52.5% share of the Sacramento, California 
audience, bigger share than two other com- 
peting stations combined. 

Join the man who came to dinner. Call 
your Petry man now and check KCRA-TV’s 
lush menu of availabilities. 
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Represented by Serving 468,370 TV Homes 


EDWARD PETRY & -CO. *N.C.S.3 Spring 1958 
SACRAMENTO, CALIFORNIA 


AFFILIATE 





—_—S 








